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dash of fall from the line that 
sells with full profit season after 
season. 


ALLURING FOOTWEAR 
CORPORATION, JEFFERSON CITY, MISSOURI 
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VOICE of the TRADE 


THE Recorver Candid Commen- 
tator—a new and interesting fea- 
ture of the RECORDER, must have 
scored a ten-strike in its pictures of 
the bunion operation for we have 
seen the pages on the bulletin 
boards of a number of stores, say- 
ing; “IT MUST NOT HAPPEN 


If misfitted shoes are one of the 
primary causes of bunions, it’s high 
time that the very terror of a 
bunion be pictured to the trade for 
what it is. Happily, the genera- 
tion that was really bunion-con- 
scious is passing with the time, for 
previous to fhe Twentieth Century, 
shoe sizes and shoe fitting were a 
very comedy of errors—as is evi- 
denced by an‘ examination of feet 
of adults fifty years of age and 
over. 

* * * 
THE New York Shoe School, 
which is part of the Central High 
School of Needle Trades, held its 
eleventh annual commencement ex- 
ercises on June 17—when 581 stu- 
dents graduated. A fashion exhibit 
depicted the influence of national 
costumes on present-day fashions; 


and all of the clothes, accessories 
and shoes were designed and ex- 
ecuted by the students of the school. 

For accomplishment in shoe 
science, Louis DeCurcio and Vito 
Ilardi were presented prizes from 
the Charles Miller Memorial Award 
fund. 

” * * 
GEORGE F. JOHNSON of the 
Endicott-Johnson Corporation says 
in the Reader’s Digest: 

“Well, there is one law I would 
like to see Congress pass. That is 
an act forcing every corporation to 
declare in its statements exactly the 
amounts of money it pays its labor. 
This would enable everyone to 
judge whether workers in each com- 
pany were getting a square deal 
from its executives.” 





BREN SIEGEL of Durant, Okla., 
had a customer for a pair of cow- 
boy boots. None other than Pinky 
Tomlin, movie actor and song- 
writer of Hollywood, Calif. When 
he ordered the Justin boots, he 
wanted his newest song hit printed 
on the leg of the boot. This indi- 
cates the far distance that personal 
taste can achieve in a pair of cow- 


Page I! 


boy boots. There is so much 
standardization in the world, it’s 
good to hear of individuality. 


* * * 


THE Philadelphia Shoe Merchants 
Guild, Inc., is the most active city 
retail association in the United 
States at the moment. Organized 





less than six months, its charter 
members (who pay a very respect- 
able fee) are now planning an ex- 
tensive advertising campaign in 
September, prior to which time 
each member will receive a framed 
diploma to place in the window, 
bearing the insignia and seal of the 
Guild and saying: 


“This is to certify that 


Philadelphia Shoe Merchants’ Guild, Inc. 
The Guild is organized to encourage 
craftsmanship, correct shoe fitting, and 
ethical practices. 


Diploma is the property of the 
Philadelphia Shoe Merchants’ Guild, Inc., 
and is subject to recall. 


Secretary” 
Membership is limited to those 
merchants who have agreed to stand 




























by the standards and ethical prac- 
tices of the group. It is anticipated 
that a facsimile of the insignia will 
be used by all Guild members in 
their advertising to the public. 


% * * 


PHIL LANDFISH is pouring out 
the publicity for the Second Annual 
Tri-State Shoe Mart, to be held at 
the William Penn Hotel in Pitts- 
burgh, Pa., July 18-19-20. Five 
floors of the hotel have been re- 
served by the Pennsylvania Shoe 
Travelers Association and accep- 
tances have been received from 
many merchants in the Tri-State 
area making plans to combine a 
business and vacation trip in one. 


* * * 


A BIG banquet was held at the old 
Guildhall “zur Saffran” in Zurich, 
Switzerland, in honor of Mrs. Mar- 
garet Hayden Rorke, the managing 
director of the Textile Color Card 
Association of the United States. 

Yves Barbey, formerly of the 
Bally, Inc., of New York, was toast- 
master. Max P. Fiedler of Zurich, 
the president of the “Association of 
Pioneers of high grade footwear” 
acted as chairman. 

The society thanked Mrs. Rorke 
for her very active part in develop- 
ing and collaborating in the fields 
of fashions. The assembly showed 
Mrs. Rorke how her work was high- 
ly appreciated in Europe and she 
in turn outlined, in an eloquent 





speech, the ideas of getting all 
trades in the fashion line together 
for mutual work and understanding. 
Among the members present were, 
Monsieur Louis Garcia of Geneva, 
Signor Nino Vanini of Lugano, 
Monsieur Henri Chapuis of Berne, 
Mr. Hermann Schneider of Bile, 
Monsieur Rieker of Neuchatel and 
Monsieur Edouard Valon of Lau- 
sanne. 

Other guests of honor were Mr. 
Wittstock Bally, Doctor Giere of 
the biggest chain store system in 
the shoe line in Switzerland, Charles 
Bircher of the Bally factories. 





POLITICS VS. ECONOMICS 








— It is easy to be confused in times 
like this ti the fact that in the 
conflict between politics and 
economics, politics is the tempo- 

rary winner. This is always true— 

palifies always wins the first 
skirmish but in the end economics 
must triumph." 

—So writes David Sarnoff, brilliant 
president of R. C. A., in an article 
entitled: "The Road Ahead.” 

—Most business men right now are 
perturbed over what may happen 
because of present and proposed 
legislation as indicated in the ad- 
ministration's new era_ political 
philosophy program. 

—But today’s fears shouldn't be al- 
lowed to influence one's longer- 
term outlook. 

—People make business, not politics. 

—And the American people are de- 
termined not only to retain, but 
even to improve their present 
standard of living. 

—It will be found just as difficult to 
talk a prosperous period down as 
it was to talk a depression period 


up. 


Zot 6 TEE 


President 





Telegrams came in from Juan 
Bally, Frederic ‘Streuli as the chief 
of staff of stylists of the Bally fac- 
tories. Both Frederic Streuli and 
Wittstock Bally intend to visit the 
U. S. soon. 

* * * 
NATIONAL income totalled $62,- 
056,000,000 in 1936. This is some 
$7,411,000,000 more than in 1935. 
Predictions are that national in- 
come will rise to $70,000,000,000 
this year. The hopeful sign, there- 
fore, is that we will continue to 
have a much enlarged real purchas- 
ing power of individuals. 

The income figures are important 
inasmuch as they are a compilation 
of income paid out in wages, divi- 
dends, interest, royalties, rent and 
similar costs. The largest income 
producer in 1936 was the field of 
manufacture, which provided $14,- 
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253,000,000; the government was 
next, with $9,243,000,000. The 
total compensation of employees 
increased 14 per cent for 1935 and 
was 66.5 per cent of the aggregate 
national income. In fact, labor’s 
share of income in 1936 was the 
highest on record for even in the 
boom days of 1929, labor’s share 


was only 65.5 per cent. 
* * * 


FFROM Spokane, Wash, comes the 
news that suedes, particularly the 
new light-weight kidskin suedes, are 
what the buyers liked best during 
the recent convention of the Pacific 
Northwest Shoe Retailers, accord- 
ing to the orders booked by H. A. 
Sublett, who represents the Tweedie 
Shoe Company of Jefferson City, 
Mo., in that section. Colors ran 
black, brown, blue and green, with 
plenty of mixed combinations. A 
few orders for gabardines were also 
confirmed. 

MICHAEL MURPHY, secretary 
of Krupp & Tuffly, Houston, Tex., 
says: 

“I want you to know that I am 
certainly pleased to see the 
RECORDER up and doing something 
about the position of the men’s shoe 
in retailing. I think that the 
promotion of National Men’s Shoe 
Week—Aug. 28 to Sept. 4, is a 








sound one and, if actively pro- 
moted by all of the retailers, will 
be very helpful in starting off the 
Fall season with a bang. 

“You're doing a swell job on 
promotion ideas for women’s shoes, 
and I hope that your National 
Men’s Shoe Week will inaugurate 
an era of bigger and _ better 
RECORDER exploitations in the 
men’s field.” 

* * * 
BRETAILING in the United States 
in 1935, totals: Number of stores, 
1,653,961; total sales, $33,161,276,- 
000; active proprietors and firm 
members, 1,511,734; employees 
(full time and part time) average 
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for year, 3,961,478; total payroll, 
$3,623,289,000; operating expenses, 
including payroll, $7,591,912,000. 


* * * 


ARTHUR J. CHASE of the Vul- 
can Corporation, says: 

“There certainly is need for more 
sales push on men’s shoes. The 
idea back of the National Men’s 
Shoe Week is to stimulate promo- 
tional merchandising interest on the 





part of manufacturers and retailers, 
with a view to getting them to try 
harder to increase the men’s shoe 
business. As we see it, one of the 
best ways to accomplish this pur- 
pose is to arouse a new style con- 
sciousness on the part of the manu- 
facturer, retailer and consumer by 
the introduction of new men’s 
styles that are practical as well as 
having a new appearance or style 
look. 

“Different manufacturers and re- 
tailers have different ideas about 
what to promote. These include 
new brogue types, wider toe cus- 
toms, new French toe suggestions, 
new very flat heel numbers, lasts 
which will give a shorter vamp ap- 
pearance to shoe, also ridged toes 
(not extreme.) ” 

* * * 
PROTESTS are pouring in against 
a reciprocal trade agreement with 
Czecho-Slovakia, modifying the tar- 
iff on shoes under the trade agree- 
ment act, which permits of more 
favored relationship between two 
countries on the exchange of goods. 
For example, we might export food 
stuffs to Czecho-Slovakia and in 
return the tariff barrier is reduced 
on shoes—at least that’s one of the 
things in contemplation. 

Nevertheless, if the trade agree- 
ment is inevitable, the important 
thing is to place a quota or ceiling 
on the total number of pairs that 
will be permitted to come into this 
country. 

Some sixteen international agree- 
ments are now in effect and though 
they are, theoretically on paper in- 


1937 


teresting experiments in trade, when 
it comes to actual international 
commercial relations, they have not 
proven their purpose nor objective 
—instead, still further reducing our 
exports and increasing our imports. 
* * * 

WHEN a young man wins an air- 
plane, it’s big news for youth. Ker- 
mit Mangun was the lucky con- 
testant who was awarded a full-size 
Taylor Silver Cub plane recently, 
at Fairfax Field, Kansas City, Kan. 
Sixteen-year old Kermit, who plays 
in the American Legion band, plans 
to sell the plane and apply the 
money to his college education. 

Kermit won in competition with 
thousands of other boys all over 
the country who submitted names 
for the new SKYRIDER boy’s shoe 
manufactured by the Belle Meade 
Shoe Company, a division of the 
General Shoe Corporation, Nash- 
ville, Tenn. 

* * * 
GEORGE H. DAVIS, of Kansas 
City, Mo., President of the Cham- 
ber of Commerce of the United 
States, said at the hearing before 
the joint Congressional Committee 
on Labor: 

“Upon looking at the wage-and- 
hour provisions of the two bills 
which you have before you, I have 
at once been struck by the penalties. 
There would be enforcement, not 


only through court action to com- 
pel compliance, and fine and im- 
prisonment, with offenses multi- 
plied in an extreme way, but hidden 
taint would be placed on ordinary 
commodities and it would be made 
unlawful for persons who bought 
these goods in perfect good faith, 
and without knowledge of the 
taint, to ship them in interstate 
commerce. For such shipment he 
would seem to become liable to 
penalties; for there seems to be 
nothing in the penalties about his 
knowledge, such a provision oc- 
curring only in the penalty for 
false statements and entries. 
“Injecting such uncertainties and 
liabilities into commerce would be 
a most serious thing. I venture to 
express an opinion that business 
men generally will feel there is in- 
justice to perfectly innocent per- 
sons, and a general clog on busi- 
ness, in provisions of this kind. It 
would seem that if an employee of 
a manufacturer, without the manu- 
facturer’s knowledge or consent, 
worked beyond the maximum hours 
set by a Federal agency for that 
kind of establishment, the whole 
product of the manufacturing estab- 
lishment during the three months 
would be so tainted that innocent 
purchasers without notice would 
commit unlawful acts by reship- 
ping in interstate commerce.” 








"Well, that's two out and two strikes on Phillips. We better tell Johnson to warm up.” 
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Personal Experience of a Customer—by Mary Louise Dougherty 


SINCE childhood I have been burdened with those 
conspicuous, unbecoming apendages  indelicately 
termed “big feet.” Year after year they have carried 
me through a series of embarrassing experiences, their 
toughened soles incapable of comprehending the suf- 
fering they cause. 

Long ago, when, by some cutting remark, my atten- 
tion was first called to these incongruous members, I 
searched vainly for a plausible remedy in order to 
stop short their insistent and rapid growth. I thought 
with envy of the dainty feet of the Chinese girls in my 
story books. If they had attained this result by a mere 
process of binding, I asked myself, why couldn’t I? 
Yet deep down in my heart I knew that my feet would 
kick at being thus repressed in their aggressiveness. So 


I soon gave up the search, resigning myself to my 
fate and wishing fervently that big feet were, as in the 
case of my pedigreed dog, a sign of blueblooded 
ancestors. 

Sad was the time when I realized my dress-up days 
were over. No longer could I trail about the house 
in Mother’s cast-offs; for although her beautiful satin 
wedding gown sagged at every curve, and her huge 
picture hat enveloped my whole head, by no possible 
means was I able to squeeze my thirteen-year-old foot 
into my mother’s wedding shoes. 

But, as I have said, I resigned myself to my fate, 
the courage of which decision I hope will grow on you 
just as the offenders themselves have grown on me for 
the past nineteen years. This magnanimous decision 
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The Philadelphia Shoe Traveiers’ Association 


\VELERS" ASSOCIATION: 
FEDERATION OF COMMERCIAL TRAVELERS’ ASSOCIATION 


At the Monthly Informal luncheon held this day 
at Hotel Adelphia, Philadelphia, "A More Flattering 
Size System" appearing in your Boot & Shoe Recorder 
of May 22nd was most favorably commented unon by the 


. President Zuroff requested the writer to convey 


ion of this new 
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Governors: 
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. 


Boxy 


For the information of any of our read- 
ers who may not have read the article 
* referred to in this letter, a summary of 
Mr. Michaels’ recommendations is pub- 
lished at the conclusion of this story. 








meant the acceptance of three things: a narrowing of 
the fields in which I must choose a vocation, an in- 
creae of the injury to my pride and a pinching of my 
pecuniary resources.- All these I must bear because of 
a pair of innocent, but, shall I say, unusual feet. 

My admiration of movie stars has not been of the 
ordinary hero-worship type but rather a secret desire 
to some day attain a position in a similar vocation. 
| was a bit nonplused when, upon earning the lead in 
a class play, I discovered that the costume house was 
unable to furnish footgear large enough. But I was 
completely overcome when I read that Greta Carbo’s 
inability to buy 744B shoes nearly ruined a picture. 
The concluding statement, which read, “She has the 
largest feet of any actress on the screen,” was merely 
adding insult to injury; thus I stood in my 9 AAAs 
and threw my stage career to the winds. 

Imagine my chagrin when my more practical hope 
for a happy domestic life was shattered. Having chil- 
dren, they told me, enlarges the feet The revelation 
of this truth produced another customer for orphan 
asylums. 


THERE are those, however, whose equal predicament 
helps make life bearable. I entered my first Summer 
camp with misgivings and apprehensions concerning 
the mockery I must sportingly endure upon my tent- 
mates’ discovery of the size of my shoes. I can’t remem- 
ber a happier Summer; for imagine my relief and joy 
to find. another unfortunate person whose feet were 
larger than mine. She was the one who was teased 
that Summer, but I never entered into the sport. Nor 
did I seek to console her as the people who say, “Those 
shoes make your feet look so much smaller.” How well 


1 knew a complete disregard of the words shoe and 
feet would be welcomed by her. As a result we grew 
to be pals, bound by our mutual though unmentioned 
characteristic. 


BBEING in the same state of embarrassment as the girl 
who when asked by the shoe clerk, “What size do you 
wear?” answered, “Well, my size is 8 but 84% feel so 
nice that I usually get 9 for good measure,” I find a 
visit to the shoe store trying to say the least. So often 
have I lived through the same disheartening experience 
that I am calloused to the look of disbelief on the face 
of the shoe clerk as he measures my foot, to the almost 
endless search for the proper shoe, and to his final 
admission, “I am sorry; we haven’t a shoe in the house 
large enough.” Why can’t the man be discreet and con- 
fine his verdict to me alone instead of standing several 
yards away and literally shouting it to all who are near 
while I pick up my things and stumble out crimson 
with shame. That all the pretty little mules, pumps, 
beach shoes, and dancing slippers in which other girls 
mince about should be denied me is almost cruel. And 
though my father manufactures farm implements, it 
seems, at times, as if I must have been born in a shoe- 
maker’s family. 

My attempt to buy flattering shoes to cover up my 
outstanding characteristic has resulted in a long search 
throughout a wide variety of shoe stores. This painful 
quest came to an end, however, when I found, in a cer- 
tain New York shop, a paradise for women with big 
feet. Upon the advice of a friend, I walked hesitatingly 
and openly apprehensive into this Fifth Avenue store. 
I began with the usual plea, “I would like a pair of 

[TURN TO PAGE 54, PLEASE} 
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START SELLING SEASON 
--- Together 


FOR merchants in a town to start a season together 
is a more important timing function than for them to 
agree on a date for clearance. 

On that basic principle of merchandising, we start 
a campaign—NATIONAL MEN’S SHOE WEEK— 
AUGUST 28-SEPTEMBER 4—and put behind it all 
the forces of promotion. We enlist the cooperation of 
newspapers the length and breadth of the land; of 
merchants’ windows in every town, city and state; and 
plan to use that new instrument—the radio transcrip- 
tion—to cover a range of broadcasting stations and 
services from 50 to 400 spots. All these plus... . 

As sales manager to the industry for this week of 
weeks, we ask the cooperation of the industry itself— 
more than a half million strong—for there are 200,000 
workers in shoe factories, 25,000 executives and sales- 
men, 58,000 employees in shoe stores, 12,000 active 
proprietors and firm members and fully 70,000 sales 
people, buyers and executives in shoe departments in 
department stores, shoe departments in general stores 
and in the field of selling to the public in small stores 
everywhere; and the cooperation also of 300,000 
workers in the fields of supply from leather to shoe 
laces, and all the ingredients that go into shoes. 

If we could put a new pair of shoes on the feet of 
every worker in footwear, we would, indeed, be setting 
the Fall season off to a glorious start. 

If we, as shoe people, could practice as well as we 
can preach, we could accomplish wonders. 

So the new week starts with the industry itself step- 
ping into new shoes on Aug. 28. Let it be considered 
as the first action of the campaign that every shoe man, 
everywhere, wears a new pair of shoes on Aug. 28. That, 
in itself, will be the greatest example to the American 
public that we believe in our product and in our cam- 
paign to get more men’s shoes sold right. 

We have enlisted all the forces of promotion and the 
support and cooperation of newspapers throughout the 
country has been one of the most encouraging features 


AN Entire Industry is Urged to Enlist 
in Nation-wide Campaign to Advertise, 
Feature and Promote Men’s Shoes for 
Fall, Beginning August 28—September 4 


of this campaign. Already 126 newspapers have re- 
sponded to our call and have asked for copy, text 
and pictures to put the emphasis on NATIONAL 


MEN’S SHOE WEEK. 

To indicate the by-product value of the idea of new 
shoes for men, Jake Minchen, manager of the third 
floor shoe department of Krupp & Tuffly, Houston, Tex., 
sends us an article written by M. H. Jacobs, local editor 
of the Houston Post. The article reads: 


“This is NOT a plug for my friends downtown who sell shoes, 
shirts, socks, pants and similar articles of wearing apparel. 

“It is, rather, a non-professional venture into the intricate 
science of psychology. 

“I intend to discuss the uplifting effect, physically, spiritually 
and mentally, of a new pair of shoes. 

“For several weeks I have been more than ordinarily busy. 
My mind has been occupied with weighty matters. The weather 
has been hot. . 

“For a considerable time I felt somewhat depressed mentally 
and not as well physically as one would wish. 

“I put it down as overwork and had a little trouble deciding 
whether the proper course would be to seek more time for 
recreation and rest or to go on a mild toot. 

“The problem solved itself, rather unexpectedly. For a long 
time I needed a new pair of shoes, but circumstances conspired 
to prevent their acquisition. When I had the money, I lacked 
the time for shopping. When I had the time, I was short of 
money. 

“Day before yesterday, I took a look at my disreputable kicks 
and took the situation, so to speak, by the horns. I went down- 
town and bought a pair of shoes. Also a pair of pants. 

“Yesterday I donned both. 

“The improvement in my physical status was amazing. I was 
no longer weary. In fact, I felt 10 years younger. Pants thai 
my wife described as the ‘race track tout’ variety carried me 
back to a day that has been gone a long time. My new ven- 
tilated summer shoes are the last word in sartorial perfection. 

“The feeling of exhilaration continues today. 

“I am not one of those trusting souls who believes all the 
advertising slogans he reads, but I am convinced now that the 
fellow who wrote, ‘Clothes make the man’ had something on 
the ball. 

“I have arrived at my conclusion by self-psycho-analysis. 

“T realize now that some of my mental depression of the past 
few weeks was due to a simple combination of events. Half a 
dozen times a day I looked down at my mis-shapen shoes. They 


were displeasing to the eye. 
[TURN TO PAGE 34, PLEASE] 
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NOW is the psychological time to do something con- 
structive to advance the interests of the men’s shoe 
business. 

Purchasing power is advancing, as well as shoe 
prices, and American men can afford to buy more and 
better shoes. But they must be taught that being well 
shod is an important asset in business success and 
social advancement. 

It’s the job of the men’s shoe industry, all of us, 
shoe retailers, manufacturers, tanners and salesmen, to 
convince the consumer that “A MAN IS AS SMART 
AS HIS SHOES.” 

To this end Boor anp SHoE RecorpeER has a plan 
of action which will succeed if retailers and manu- 
facturers give their much needed cooperation. 

In the face of advancing prices it’s going to be a 
man’s size job for manufacturers and retailers to induce 
American men to buy more and better shoes. It is a 
challenge to the ingenuity of merchants, to ‘their sales 
ability, to the power of promotion, through visual dis- 
play of merchandise, through advertising by the printed 
page and through intelligent selling at the fitting stool. 
The Recorver plan envisages all of these media and 
materials. 

In view of the rising market, some merchants will be 
satisfied simply to maintain men’s shoe sales at a 
stationary level. Unfortunately, this is not enough. 
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MORE PAIRS 


And Profits 


A Constructive Program of Sales 
Building for the Men’s Shoe 
Business of the Future ... And 


a National Men’s Shoe Week— 


August 28th to September 4th. 


This is a reduced reproduction of the 

official NATIONAL MEN’S SHOE 

WEEK poster, lithographed in roto 

brown and burnt orange—it will be 

available to merchants enlarged to 
19 x 22 inches. 





During the depression, sales of men’s shoes diminished 
considerably. Quality suffered as well, for the simple 
reason that men did not have the money to buy the 
grade of shoes to which they were accustomed formerly. 
But the tide has turned and men’s shoe sales are in- 
creasing. Production of men’s shoes has shown a 
healthy increase in the past two years. Per capita con- 
sumption, however, is still far below the level that 
today’s purchasing power should make possible if 
retailers of men’s shoes were as aggressive in promo- 
tion of their merchandise as the automobile industry. 
for example, or any of the other luxury lines that are 
claiming an increasing share of the average man’s dol- 
lar. Increased sales must be increased sales of quality 
merchandise. Greater volume is of little avail if quality 
standards are not maintained and improved. 

What should the shoe retailer do to correct today’s 
situation in the men’s shoe business? What can he do— 
except to advertise, to promote and sell men’s shoes 
more aggressively and intelligently, thereby selling the 
average man on the importance of being better shod? 

Boot AND SHOE ReEcorpDeER believes now is the 


psychological time for every men’s shoe merchant and 
manufacturer to tackle this problem. And so Boot AND 
SHOE RECORDER proposes to point the way during the 
next two months, by undertaking leadership in a 
nation-wide men’s shoe-selling campaign to culminate 






















in NATIONAL MEN’s SHo—E WEEK—August 28 to Septem- 
ber 4—and by suggesting a plan of campaign con- 
ceived for the individual use of the merchant or for the 
cooperative endeavor of any group of men’s shoe mer- 
chants. Better window displays, better advertising, 
better selling and promotion of every kind will be 
brought to the attention of the retailer in feature arti- 
cles in Boot AND SHOE RECORDER so that all may be 
aided and encouraged to do their part in this national 
promotion for getting more men’s shoes sold right. 

Watch the REcoRDER every week from now on for 
news of the progress of this great nation-wide men’s 
shoe campaign. Resolve TODAY to join with other 
men’s shoe merchants of your community, your locality 
and the nation at large in making this campaign a 
rousing success. Plan to participate in National Meh’s 
Shoe Week, Aug. 28 to Sept. 4, which will mark the 
climax of the campaign and the beginning, we hope, 
of a constructive educational campaign to arouse the 
men of America to a realization of the importance of 
the right shoe for the occasion, rightly fitted and sold 
through stores which make it a fundamental rule and 
policy to render sound shoe service at the fitting stool. 

Leading men’s shoe merchants and manufacturers 
have endorsed the RECORDER’s campaign and plan for 
National Men’s Shoe Week. Coming issues of the 
RECORDER will explain the scope of the campaign and 
how individual shoe stores everywhere can tie-in, join 
their efforts with those of other merchants and profit 
by the publicity and prestige that will result. 


1—FASHION ARTICLES 


There will appear in Boot AND SHOE RECORDER 
fashion articles featuring models suitable for promo- 
tion during this Fall opening week. Obviously smart 
merchandise is the most essential part of any promo- 
tion. Fashion and promotion information concerning 
these models, as well as their sources of supply, will 
be included in these articles. 


An attractive counter card will also 
be available—size 7 x 10 inches; and 
lithographed in the same two colors 
as the poster. These photos were taken 
for Boot ann SHoE Recorper by 
ROBERT WEITZEN. The_ men’s 
clothing is by TIMELY, Rochester, 
Nu: Y; 


MEN’S SHOES This 


Fall 


2—DISPLAY 


Illustrated on these pages are reduced reproductions 
of the official Nationa, Men’s SHOE WEEK poster, 
counter cards and window streamers. During the next 
six weeks articles in Boot anD SHOE RECORDER will 
explain to the merchant how to use them to best advan- 
tage in window, interior unit and counter displays. 
These articles will be illustrated with practical dia- 
grams and plans showing novel arrangements and 
variations so that more than one merchant in a com- 
munity may: feature them. 


3—NEWS RELEASES 


For four weeks prior to NATIONAL MEN’s SHOE 
WEEK and bearing the release dates of Aug. 7, 14, 21 
and 28, Boot AND SHOE RECORDER will furnish mer- 
chants or groups of merchants with newspaper releases 
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for use by their local dailies. However, we are going 
one step beyond that and furnishing these releases to 
over 500 representative dailies in cities the country 
over. Although we already have requests for news 
releases from over 100 daily papers, the responsibility 
rests with the individual merchants to see that we have 
not overlooked their local paper. 


4—NEWSPAPER ADVERTISING 


To tie-in with these newspaper releases, we are pre- 
paring and will feature in Boot AND SHOE RECORDER 
newspaper advertisements to call the attention of the 
public at large to National Men’s Shoe Week and to 
bring forcibly to their attention the state of the shoes 
men are wearing generally. This campaign will be 
predicated on the phrase—‘“*A MAN IS AS SMART 
AS HIS SHOES”—and will be developed with the 
psychological appeal so successful in modern adver- 
tising, stressing the social desirability of being well 
shod. Layouts for complete pages for cooperative 
endeavor using display material, news releases and 
newspaper advertising will be made available in 
RECORDER pages to the merchant. 


5—RADIO 


We think that we are doing something entirely new 
in offering to the merchant a 15-minute radio program 
on NaTionaL MEn’s SHOE WEEK, completely recorded 
and ready for use. Realizing the tremendous power 
of radio, particularly in local advertising, we are pre- 
paring this disc which will feature a fashion talk, 
music interlude and a selling message on NATIONAL 
Men’s SHOE WEEK, about which a merchant can build 
an individual program or a cooperative effort. 


6—PICTURES 
We are living in an age that is picture conscious to 
an amazing degree. Most of the newspapers and maga- 


zines that appeal to a popular audience recognize that 
fact and make extensive use of photographs and pic- 
tures of all sorts. The candid camera craze is sweep- 
ing the country, and men, women and children are 
snapping action pictures of all sorts of interesting sub- 
jects. Pictures play a vital part in successful adver- 
tising, publicity and sales promotion, because people 


Reduced reproductions of streamers which will be available tq mer- 
chants—lithographed in burnt orange—in a size suitable for window 
displays. 








today are interested in pictures and influenced by them 
fully as much as by the printed word. 

So Boot anp SHOE REcorDER plans to make pic- 
ture promotion an important factor in selling shoes to 
the man during this campaign. Human interest photo- 
graphs that focus attention on smart Fall shoes will 
accompany the press releases. These photos will show 
prominent motion picture actors and men in the pub- 
lic eye and they will serve to dramatize in a striking 
way the thought that “A Man Is as Smart as His 
Shoes.” 


7—MOVIES 


Boot AND SHOE RecorpeER has already taken the 
initiative in an effort to get the objectives of NATIONAL 
MEn’s SHOE WEEK before the country through one or 
more of the motion picture newsreels and the RECORDER 
expects to be in a position to make an important 
announcement in this regard a little later. 


8—COMMUNITY CAMPAIGNS 


With the assistance of newspapers and other media 
of publicity, the REcorDER will tell merchants how to 
plan and organize cooperative community campaigns 
by which local retailers can pool their efforts in put- 
ting over effective men’s shoe publicity. In this con- 
nection, Michael Murphy, secretary of Krupp & Tuffly, 
Houston, Tex., acting at the request of President L. F. 
Tuffly, of the National Shoe Retailers Association, has 
submitted a number of promotional plans, one of 
which calls for the featuring of a Men’s Shoe Ward- 
robe as a constructive sales building idea in connec- 
tion with the campaign. Mr. Murphy is known through- 
out the country as an outstanding expert in shoe pro- 
motion and his interest, as well as that of President 
Tuffly, are taken as an indication of the type of coopera- 
tion which Boot anp SHOE RECORDER anticipates from 
retail shoe merchants throughout the nation. 


Watch the Recorper next week and every week for 
the latest news of the men’s shoe campaign. The 
REcoRDER plan is a co-ordinated plan, conceived for the 
advertising needs of the average merchant. It will give 
him, when complete, a thorough and practical pro- 
cedure for promoting this national selling idea. 
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SHOWMANSHIP 
IN 
SALE PROMOTION 


Suggestions for a Midsummer 
Clearance Campaign 


by BR. E. ANDRUSS 


THE 
A SIMPLE announcement, quoting sales values, may L] Ly OFF 
bring many of a store’s regular customers in to buy 
shoes at sale prices. TODAY 
But it takes showmanship to arouse interest and action 


among those who don’t know the store so well. Even 
regular customers respond more enthusiastically when ial 
2 
The blue “BB” tags can be clipped over the WI) 
top of showcards. Layout for SEE PAGE 
‘ “teaser” news- 
eile ad. SEVEN / 


in many cases. That’s dangerous. If a customer misses 
the familiar atmosphere in a store, the store will soon 

be missing that customer. 
Too often, good shoe stores, inclined to be reserved, 
fail to notice that department stores and other specialty 
[TURN TO PAGE 35, PLEASE] 


the event is given dramatic presentation, to impress them 


with the importance of the occasion. IN 0 ES 
And when it comes to the other two groups, the re- BARGA B 

sponse increase is considerably higher. These are the 

bargain hunters (for whom you should prepare bargain BEAR ING 


tables or racks) and the stranger who takes advantage 
of the sale to get acquained. They will come back and 

pay regular prices for future shoes if the sale purchase BIG BLUE B B Ss 
pleases them. 

A sale promotion can be dramatic, yet dignified. An SEE WEDNESDAY PAPERS 

idea, presented in simple sketches can be developed in STORE NAME 
keeping with the finest store. Stores that have re- 
become ee ae ae serinaiet baa. eee Another “teaser” ad, two columns wide and four inches 
tion to these points. The tendency is to go “high-hat deep, to appear in advance of opening sale announcement. 
























































TOP of the class for the designers and manufac- 
turers of shoes for boys and girls of school age. 
They have done a fine job this Fall in making pat- 
terns which are smart, yet suitable. 

From season to season a new philosophy has been 
developing in the manufacture of shoes for the 
younger generation. “Why should they be forced 
to wear the same models year after year?” asks the 
wide-awake manufacturer. So, little by little, new 
patterns and uses of leather have been creeping into 
the younger shoes. 

In the collection of 1937 Fall models for girls 
this trend is very marked. While plain oxfords, ox- 
fords with tips and moccasin effects, oxfords with 
Kiltie or bib tongues, ghillies, T-strap and single 
strap sandals are still the classics, they will meet 
competition in several new outstanding patterns. 
Chief among these are the high-front shoes, espe- 


Virginia Weidler and Benny 
Bartlett, Featured Paramount 


Players 


cially of the monk type, for all ages; the Alix model 
so popular in women’s shoes this past Spring; 
various adaptations of the strap and pump ideas; 
and a whole range of interesting uses of stitching. 
lacing, perforations, fancy eyelets, and combina- 

tions of leathers to serve as trimming. 
The question of leathers is an interesting one. 
Elk, calf, and patent, with some suede for growing 
girls’ sport shoes, have so long been the standard 
choice that the introduction of a great deal of . 
sueded leather (reversed calf or kid, or whatever it 
may be) in little girls’ and misses’ sizes is an excit- 
ing piece of news. Made in sturdy leathers it is 
quite capable of meeting the needs of an active 
growing girl and the finer suedes make smart dress 
[TURN TO PAGE 48, PLEASE] 





New Notes of Interest in 
Patterns and Leathers 
for the 1937 Boy : 
and Girl 























29.014 Miles to Go 









THE elements on these two pages make up one of 
the best advertisements we have ever seen. Maurice J. 
Yoskin of the Famous-Barr Co., St. Louis, has spent 
practically his entire business life in the promotion of 
children’s shoes and the development of children’s 
lasts and patterns and in service of fitting to the 
younger generation. His philosophy is: “If you want 
to build a real, honest-to-goodness juvenile business 
along constructive lines, you must give semi-profes- 
sional service and you must tell the public in new and 
interesting ways that little feet need constant shoe 
attention.” 

That was his belief when he was chairman of the 
Children’s Styles Committee and in charge of a great 
children’s department in Philadelphia, and it con- 


Types of shoes carried by Famous-Barr Co., rang- 
ing in value from $2.00 to $5.95 in the Younger 
Generation Shoe Shop—3rd floor. 








RECORDER 


Candid Commentator 


H ow the Famous-Barr Co. of St. Louis promotes 


children’s footwear service. 





1—TOE LENGTH—to provide 
ample freedom and guard against 
distorted toes. 


linues to be his belief in the operation of the Younger 
Generation Shoe Shop of the Famous-Barr Co., St. 
Louis. 

The text of the advertisement said: “Do your child’s 
ankles roll in? Toes turn out? Is posture poor? These 
are signals to put your children’s feet in our hands. 
More and more doctors are recommending our special- 
ized service . . . correct fitting by graduates of a 
special course in juvenile fitting and foot problems. 
Play safe and act now! Here you will find America’s 
foremost lines of shoes for children in styles and lasts 
to meet their varying needs from toddles to teens. De- 
signed to prevent and correct foot faults now. . . 
avoid the troubles that occur in later years. For recent 
research showed that 50 per cent of school children 
have foot troubles.” 
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A Business Built on Little Feet Grows and Grows 


Five-way fitting checked for every 
juvenile customer 


2—FOOT WIDTH—+to insure each 3—HEEL HUG—to maintain cor- 
little toe pointing straight, and " rect posture, prevent heel irrita- 
give plenty of wiggling room. tion. 


4—FOOT BALANCE—to distrib- 5—X-RAY—final precaution 
ute the weight of active little perfect fitting. 
bodies equally. 
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IN 


PROGRESSIVE 


SERVICE 


TO CHILDREN 


Photo from H. Armstrong Roberts 





Size ranges at Little Chick Shoe Store, Evanston, Ill:- 
nois, from infants through growing girls up to shoes 
for the college girl. 


CORRECT and scientific fitting instead of “over-the- 
counter selling”, complete stock in place of depleted 
and haphazard stores, and personalized service in 
place of secondary consideration mean successful ju- 
venile shoe business for merchants in the Chicago area 
who are making a specialty of children’s shoes. 

Many of the .25 to $1.00 chain stores continue to 
sell over the counter by size only and innumerable 
pairs of children’s shoes are bought by mothers from 
mulled heaps on basement bargain counters. Far too 
many of the cheaper shoe departments still sell shoes 
by “estimate” according to the child’s age and approxi- 
mate weight as furnished by one of the parents unac- 
companied by the child. But it is gratifying to note 
that fine selling, servicing and merchandising, and 
exact and careful stocking of children’s shoes are more 
and more recognized as a business and problem in it- 
self. Cognizant of this fact, a number of merchants in 
the Chicago area are either selling children’s shoes 
exclusively or developing highly specialized children’s 
departments. 

Outstanding of the exclusive shops are the Little 
Chick Shoe shops, known and advertised exclusively as 
“children’s shoes specialists”, with stores at 1620 How- 
ard street, Chicago, and 1629 Sherman avenue, Evan- 
ston, a suburb. 





The original store on Howard street was opened 12 
years ago in a new and thriving community on the edge 
of Chicago’s north side. Although an exclusive juvenile 
store was then unheard of, the new venture was so well 
received that seven years later Mr. and Mrs. R. A. 
Fargo, proprietors, opened a second shop in prosperous 
Evanston. When the shop first opened the Fargos car- 
ried stock up to size two, but with the rapid growth of 
the business and increased demand for additional sizes, 
the stock has been increased to include size 9. 

A thorough knowledge and understanding of the ju- 
venile needs of the community, careful and correct fit- 
ting, and a wide and complete stock have been the basis 
of his success, Mr. Fargo believes, and are the founda- 
tions for a good juvenile business anywhere. Nation- 
ality, geographic location, average income, and average 
occupation of parents have a wide influence on the 
demand, he observes. 

The average shoe dealer, selling shoes for all ages, 
cannot possibly carry a complete stock in his children’s 
lines, he points out. In many cases, children’s shoes 
are just a secondary line with’ merchandising emphasis 
placed on adult lines. “The merchant who deals exclu- 
sively in juvenile footwear must approach his problem 
from an entirely different angle,” he states. “While 
style has its place, it doesn’t come first. Correct fitting 
and durability are major considerations.” 

Mr. Fargo believes that he and his wife and 
staff are well enough trained and experienced in 
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STEP BY STEP, THE SIZES, 


HEELS AND STYLES SERVE 


GROWING CUSTOMERS 


Photo from Universal Pictures 


fitting so that no child will leave the shop wearing ill- 
fitting shoes. Special emphasis is placed on corrective 
work, and when a serious case presents itself the cus- 
tomers are referred to an orthopedic surgeon and shoes 
built to his specifications. 

Careful records are kept for each customer of style, 
shoe, size, and cost. Not only does this serve as a 
guide on repeat visits but furnishes the mailing list 
about which revolves most of the store’s promotion and 
advertising. The largest promotional stunt is the an- 
nual merchandise credit extended to each customer, 
depending on total purchases during the year. At the 
beginning of the new year each receives his annual 
profit-sharing card, which may range from .30 to $2.00 
or more. He is informed this amount may be deducted 
from his next purchase of Little Chick shoes or used 
any time during the year. This system seldom fails to 
bring return visits. 

The majority of the Little Chick advertising is by 
direct mail, postal cards being sent once each month. 
Often these advertise combination offers such as rub- 
bers or galoshes, sandals or slippers, tennis shoes or 
sport shoes at a special price when purchased with a 
pair of regular shoes; they may promote first step 
shoes, summer styles, boots in the fall, or dress shoes 
for Easter. These are periodically sent to all families 
with children in the neighborhood, regular customers, 
and to new families after each moving season. 

All Little Chick shoes are built to specifications set 


6y BERNICE STEVENS 


up by Mr. Fargo after years of observing the needs 
and demands of his community. The largest demand 
is for staple oxfords in brown and black, he reports, 
except for the older girls, where some style variation 
is demanded. Patent leather slippers and whites in 
summer high whites for infants are the leading dress 
shoe sellers. The fact that the store carries few novelty 
shoes and no heels higher than 12/8 means that some 
of the younger misses class leave the store to follow 
style and novelty shoes for a time, but most of them 
return for the comfortable low everyday heel. Since 
Evanston is the home of Northwestern University, the 
shop has built up a large trade in their low heel shoes 
among the coeds, although there has been no effort 
made to secure this business. It merely means that 
there are few other stores with a complete stock of the 
sturdy type shoe. Price ranges run from $1.95 for in 
fants’ shoes to $6.50 for older boys’ and girls’ sizes. 

In regard to going after other types of business, 
there are always dancing schools and dancing classes 
in schools which mean a demand for a wide range of 
tap dancing slippers, gym classes and sports groups at 
playgrounds which calls for tennis and track shoes, 
and beaches and swimming pools calling for sandals 
and similar type shoes. 
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She Editors Oulfook 


A Respect for Capable Management 


LABOR is having its inning. It is playing a fast game 
of ball with coaching from the political side-lines and 
plenty of strikes, some fouls and a big record of home 
runs. It almost sees as though there is no other news 
but labor news. The new bosses are not in the plant, 
near the work and the payroll, but rather in a high 
command in some union office where the money rolls 
in from dues and the check-off. 

With all the turmoil of labor, with all the news- 
paper scare-heads and with all the legislation for fewer 
work hours and more money per hour, let us not 
forget that business of one sort or another pays for 
all these things. 

We are seeing in the month of June, a hesitation to 
buy and an inability to buy, on the part of millions. 
No. one has ever measured the losses in actual money 
turn-over that result from strikes and calamities such 
as the Mississippi flood, sickness, etc. But it makes its 
mark on purchasing power, make no mistake about that. 
There is less money for commodities such as shoes be- 
cause of some of the things that have happened in the 
first six months of what started off to be a glorious 
merchandising year. Don’t try to compare this Sum- 
mer’s business against that of a year ago because the 
great bonus disbursement was all pure buying power. 
This Summer, buying power must come out of work 
and wages and if there is no work, there are no wages, 
no retail business and nothing but profitless clearances. 
Its not much of a labor victory if there is so little money 
moving towards goods. 

And there will be plenty of clearances because in- 
ventories are piling up on seasonal goods that should 
be moved before the Fourth of July. There is some 
hope that July will brighten as a regular Summer sell- 
ing month, but it is hard to break down the clearance 
tradition of years even though the need of the merchant 
is for regular business at regular prices and a regular 
volume of sales. 

The point we wish to stress is that the country has 
talked so much about labor that it has forgotten the 
place of management and the part that money plays in 
financing advance orders in everything from raw com- 
modities through to finished goods. 

Many a store has taken it for granted that because 
it has been operating in black ink so long that the 
machinery was making the business go—and that 
management could be made a simple office routine 
under the direction of bookkeepers and desk clerks; but 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


along comes a period when the public isn’t buying so 
freely. Then a brain must get work to move the goods 
so that labor may be paid eventually. It takes a 
dash of red ink at times to start red blood moving to- 
ward the brains. 

A good manager of a shoe department is worth 
more than he is paid for the work he does between 
his chin and his hair. A shoe buyer doesn’t buy units 
of shoes that move automatically in the public’s direc- 
tion, and that alone. He buys desirable footwear that 
cannot be resisted, no matter how tenaciously the cus- 
tomer may want to hold on to his or her money. It 
takes a real knowledge of human beings and their buy- 
ing habits to manage a living shoe business. We have 
seen a competent manager go into a department that 
was previously “desk-run” and in a week he put the 
vital force of consumer interest into the department 
by a simple rearrangement of the traffic lanes; the dis- 
play and presentation of the merchandise; the culling 
of the stale, unwanted goods; and the dramatization 
of the smart merchandise to increase its movement 
towards the public. The respect of the clerks was his 
in a few days because they saw in the changes the pro- 
fessional skill of a man who could manage merchan- 
dise as well as men. 

Labor may get its own by pressure and legislation 
but a business is a business when it has competent 
management. Many a business is on its last legs be- 
cause it thought that machinery was more impor- 
tant than the manager who asked a real wage for his 
thinking talent. 

There may be tough problems to solve in production 
but there are tested records and science and capital to 
operate that in that field but shoe retailing is still in its 
shirt-sleeve stage of development. The work must be 
done close to the public and errors are twice as costly 
when goods are bought and promotion money spent on 
styles, materials and prices that won’t interest the pub- 
lic. A mountain of merchandise soon accumulates when 
buying slows down, or walks elsewhere. 

Management may seem to be in modest background 
today, in view of the forces that are operating in the 
center of the stage but we must not let retailing come 
[TURN TO PAGE 42, PLEASE] 
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English, you know. 


Returning Coronation visitors have given added 


authority to those British fashions for which Norwegian Calf is 
particularly well suited. This vegetable tannage possesses the quiet 
dignity and practical wearability which make satisfied, loyal customers. 
A. F. GALLUN & SONS CORP., Milwaukee, Wisconsin. 


VORWEGIAN cal 
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S. G. Krivit Starts Advertising Agency 


~ 


BOOT 


SAMUEL G. KRIVIT 


Samuel G. Krivit, vice-president and 
New York manager of Boot AND SHOE 
Recorper, has formed the Samuel G. 
Krivit Company, Inc., Advertising, with 
executive offices at 10 East 40th Street, 
New York City, and subsidiary head- 
quarters to be opened in St. Louis. Be- 
ginning July 1, he resigns from Boor 
AND SHOE RECORDER to operate an ad- 
vertising agency servicing the shoe and 
leather industries. 

A familiar and popular personality 
in the industry, Sam Krivit has been 
valuable to many concerns as an adver- 
tising and merchandising counselor. The 
respect and reputation he has won in 
the shoe and leather industries are in- 
dicative of the force and weight of his 
capabilities. 

After completing his schooling at 
Syracuse University, he joined the ad- 
vertising department of the Syracuse 
Herald. From there he became asso- 
ciated with the Shoe and Leather Re- 
porter, and served that publication as 
New York state manager. Nine years 
ago Boot AND SHOE RECORDER appointed 
him New York State manager and sub- 
sequently elected him vice-president. 


In seeking a better understanding of 
the problems of the men who sell shoes 
—the actual difficulties they run into 
with their customers and shoe sources 
—Sam Krivit has been successfully con- 
ducting an experimental shoe selling 
laboratory in the form of neighborhood 
retail family shoe shops that has given 
him a practical background. This 
background results in a sound and basic 
advertising and merchandising knowl- 
edge which retailers and manufactur- 
ers have sought and welcomed. 

Associated with him in his new enter- 
prise will be seasoned and experienced 
—yet young—shoe advertising men. 
Young men who are today responsible 
for the advertising and merchandising 
of some of the fastest selling shoe lines 
in the country. 

“The idea of an organization such as 
ours,” according to Sam Krivit, “capa- 
ble of furnishing a sound and basic 
shoe and leather advertising and mer- 
chandising service—is being received 
with hearty enthusiasm by leading com- 
panies of the industry.” 

The good wishes of his associates on 
the Boor AND SHOE RECORDER go with 
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him on the occasion of his embarking 
upon a. new business enterprise and a 
banquet was held at the Harvard Club 
in salute to his future success. 


Pennsylvania Travelers 
Plan Big Affair 

PITTSBURGH, Pa.—The Pennsylvania 
Shoe Travelers Association is all set to 
put on a bigger and better Show and 
Convention at the William Penn Hotel, 
here, than last year. The 1936 affair 
was outstanding in attendance and the 
volume of orders placed with the boys. 

The Tri-State Shoe Mart, as the Show 
and Convention combined is called, has 
a larger list of exhibitors now booked 
than in previous years and with the 
boys on the road getting their new lines 
together the merchants in the territory 
are planning to make Pittsburgh their 
Summer vacation stop-over. 

A list of extensive entertainments is: 
mapped out, being taken care of by the 
Convention Bureau of the City. Lead- 
ing lights in the shoe and leather indus- 
try are on the program to express their 
views on present and future trade con- 
ditions, among them being the results 
of the importation of shoes from the 
Czechoslovakian countries. 

The merchants of Pittsburgh are 
keenly interested in the success of the 
show and will extend to their outside 
fellow tradesmen every courtesy to 
their stores, explaining their systems of 
doing business, advertising, price-mark- 
ing, profits, etc. 

The energy of ‘those conducting the 
show are assurances that there will be 
a record attendance of both merchants 
and salesmen present. 

President Edward Craney and Sec- 
retary-Treasurer Joseph Yorkin are 
bringing their previous experiences as 
showmen into the “make it a huge 
success” spirit for the occasion on 
July 18, 19 and 20. 


Exclusive Store Moved 


Cuicaco, ILu.—Martin and Martin, 
a leading Chicago shoe store for years, 
has moved from the former location at 
30 N. Michigan Avenue, and is now in 
new and redecorated quarters at 38 N. 
Michigan Avenue. Martin and Martin 
has been on this street for 35 years, but 
now has a corner location, the most 
desirable of all. Most of the furnish- 
ings are new to harmonize with the 
red and gray color scheme. Chairs are 
of the easy chair and lounge type. One 
of the most attractive of the new fix- 
tures is an interior shadow box display 
case which is the size of a small ex- 
terior window. This makes possible 
showing of a variety of styles or a 
combination of shoes with accessories 
in plain view of all customers. 

Prior to moving from the old loca- 
tion the store held a removal sale for 
four weeks of all seasonal merchan- 
dise and then stocked with entirely new 
merchandise for the new location. The 
new space permits the carrying stock 
to be increased 30 per cent. 














Their Increasing Popularity 
MUST BE DESERVED 


Manufacturers — who make them, 
Retailers — who sell them, 


Women — who wear them: 


LITTLEWAY All are enthusiastic in their convictions 
LOCKESTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking 
principles is the outstanding reason for 
their continual increase in sales and 
well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 


And of course 


with /C UNISHANK DELMAC LOCKSTITCH 


PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 





pOOT AND SHOE RECORDER, June 26, 1937 





BusTER BROWN SHOES are headed 
for the biggest year in their amazing thirty-year 
history — with strong selling advertisements right 
through the Fall season in big-circulation magazines 
— smart new styles designed to make an instant hit 
with today’s growing children. 


Scientific foot-shaping lasts — the strongest possi- 
ble selling appeal to parents. 


Buster Brown’s Health Cushion in heel which acts as 
shock-absorber, helps keep foot from pronating, 
makes shoes fit more snugly around top. 


This season, be SURE of bigger volume, bigger 
profits. Put your money on the line that’s going 
places. Watch for the Brown salesman who’s on his 
way to see you. 


Wrswr Gr0e Gowan, 


MANUFACTURERS, ST. LOUIS 


Also makers of Air Step Shoes for men and women 














YOU CAN 
ELIMINATE 


Every retailer aie Smee ee 
KNO ws THI Ss TR OUBLE eoce and the heavy obligations of winter 


. the complaints and refunds resulting from soles sities have not yet been considered (for 
i t the lip of the heel. 

See = Sw Bp of the Roe in October and November). 

The new Breastlock Heel eliminates it. Furthermore, Great National Shoe Weekly, times a 

this improved heel strengthens the shank . . . makes promotion and enlists the support of 

possible straight front “Cuban” heels as high as eaaieh aaa 


Plenty of reasons for wanting your shoes equipped 
with the heel that improves their value . . . gives you ee to Defer 
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Start Selling Season 
Together 
[CONTINUED FROM PAGE 16] 

“On more than one occasion, is a I had 
impértant visitors in my office propped 
my feet on the desk and hurri rriedly removed 
them when I remembered the holes in the 
soles. I developed a sort of point A hole- 


in-the-shoe, down-in-the-heel 
“I didn’t realize it but it did Something 


to me.” 

The psychological impulse of starting 
a season with every store in the coun- 
try that sells men’s shoes boosting them 
at one time is a power that can be 
brought into action by an industry 
under the inspired leadership of an 
idea. The time-honored custom of the 
trade has been to dribble into a Fall 
season, taking it for granted that men 
would buy new shoes when they have 
worn out their old and that nothing 
under high heaven could force a man to 
change his mode and manner of shoe 
buying and shoe wearing. But other 
industries have moved masses into ac- 
tion and the time has come for us to 
get the jump on the early Fall spend- 
ing money. Students of purchasing 
power have discovered that in the month 
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tions are generally over, work renewed 





fuel, winter clothing, and winter neces- 





they usually effect purchasing power 
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every man in shoes to make it a na- 














new talking points . . . even if cas 
wii un if they cost more ... but Dayton, OHnI0 — Efforts are being 
shoes with Breastlock made in this city to have all shoe retail- 
Heels cost no more than ers defer their annual white shoe sales 
: ° until the end of July or the first week 
ordinar y Louis - heeled in August. Usually, such sales start 
shoes ... (excepting those immediately following the Fourth of 
° July. 
of single sole construc- Two reasons are set forth in support 
tion). of the idea to defer the white shoe sales. 





They are: first, due to the shortage ex- 
isting in Dayton at present of good, 
desirable merchandise from a stand- 


point of style and quality, and second, 
F. W. MEARS HEEL Co. because of the advance in prices, rang- 






























140 Federal St., BOSTON ing from 10 to 20 per cent, above prices 
Factor : asin +. of stocks now owned by local retailers. 
hainan , Oded @. St. re a All styles of white shoes are moving 

Affiliated Dominion Heel Co. exceptionally well since the start of the 
* Montreal and Quebec, P. 0. warm weather on June 1. Such sales 
. had been held up due to cool and rainy 
weather. 

sac evbbotte rade 060 It is maintained that if all shoe deal- 
DETAILED EXPLANATION ers will defer the general white shoe 
OF BREASTLOCK PRINCIPLE sales unti] about August 1, they wil! ex- 
perience a good volume of business at 4 

satisfactory profit. 
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STUDY THESE 
SIMPLE 
DIAGRAMS 
of the 


BRLASTLOCK 


TONGUE and GROOVE PRIN- 
CIPLE you will quickly under- 
stand how Breastlock Heels make 
possible shoes whose soles will 
not break across the heel lip— 
no matter how high the heel. 


SPECIFY 
BREASTLOCK 


DE-MARK 


HEELS 


they eliminate com- 

plaints and refunds due 

to broken soles at lip of 
heel 


Showmanship in Sale 
Promotion 
[CONTINUED FROM PAGE 21] 


shops catering to the same customer 
groups, stage dramatic promotions, and 
keep their stores ever alive and inter- 
esting. 

Completeness and continuity are es- 
sential in any successful sale program. 
Every good program should cover these 
ten points. 

1. Teaser ads and stunts that drama- 
tize the theme idea. 

2. Customer notices, post cards, let- 
ters or advance copies of sale announce- 
ments. 

8. Announcement ads—dramatic, well 
merchandised, clear descriptions. 

4. Follow-up ads—continuing the 
layout style and sale theme of earlier 
ads. 

5. Window displays—colorful, differ- 
ent, with shoes arranged in price 
groups. 

6. Interior displays including both 
decorations and merchandise, colorful 
and interesting. 

7. Package enclosures — reprints of 
sale ads or special folders. 

8. Show-cards, price tickets—carry- 
ing sale theme and color scheme of the 
events. 

9. Customer reminders—set to those 
who do not respond to early ads. Card 
or letter. 

10. Contest ideas to help build up 
and sustain interest in the sale. 

The campaign suggested builds up 
fully and forcibly around the bargain 
idea as dramatized by the Big Blue 
BBs (Best Buys). The sketches and 
accompanying text explain various 
parts of the program. The marking of 
the sale shoes with the BB tags slipped 
over the front of the boxes will not 
only give striking emphasis to the shoes 
on sale, but will keep the salespeoples 
interest particularly centered on the 
shoes you want closed out. Do not cover 
up the size information with the box 
tickets. 








In place of the big shoe box for the 
window display, a section of shelving, 
with shoe cartons bearing the big blue 
BB tickets will dramatize the idea. Dis- 
play shoes before this background with 
a card explaining “Wherever you see 
the big BBs—you’ll see another big 
Bargain in our SUMMER SHOE 
SALE.” Here are some suggestive 
catch lines for use in ads and displays: 
Bye Bye Prices Bring Buy Buy Bar- 
gains. 

Every “BB” marks another big Bar- 
gain. ‘ 
¥: the sign of Blue Ribbon Bar- 
gains. 

“BB”—best buys for the children— 
from bouncing babies to big boys. 

“BB” —big bargains for budget 
beaters. 

You'll never get Bargain Blues when 
you buy these“‘BB” shoes. 
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A” rugged footwear of necessity demands 
rugged shoe linings. For thirty-five years 
Pepperell Wearproof Shoe Lining Fabric has 
been the choice of outstanding work shoe 
manufacturers. Never once during that time 
has there been a complaint because this fabric 
has torn—evidence indeed of its durability 
and quality. Pepperell Wearproof is a spe- 
cially woven fabric produced to withstand 
constant foot friction under all conditions. 


Guarantee your repeat sales by stocking 
DEDP ERELL Pepperell Wearproof Fabric lined shoes. 


Ft | PEPPERELL MANUFACTURING COMPANY 


FAB RICS Shoe Fabrics Division, 160 State Staxet, Boston, Mass. 


Branch Offices: PHILADELPHIA + CINCINNATI + ST.LOUIS + MILWAUKEE 
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Checks Advertising for Results 


PROVIDENCE, R. I.—A white shoe sea- 
son that beat last year’s banner sales by 
15 per cent is reported by William E. 
Keneston, president of Keneston’s Foot 
Health Headquarters, Inc., who also 
states that the store’s general business 
has improved each month since last 
February, some increases running 15 to 
30 per cent ahead of the previous year’s 
monthly sales schedule. 

Mr. Keneston has done considerable 
advertising which may partly account 
for the increases. Two media, direct- 
mail and newspapers, are used at 
present, although it is possible the store 
may again go on the radio with spot an- 
nouncements. 

Mr. Keneston has a way of checking 
his advertising dollars to determine 
which are most productive. Where pos- 
sible, each new customer is asked how 
she heard of the store. These answers 
are checked at once on a large sheet in 
the back room which designates such 
sources as window displays, radio, news- 
paper, direct-mail, the suggestion of a 
friend. 

Mr. Keneston finds newspapers are 
his best investment, producing fully 50 
per cent of his customers. Direct-mail, 
window displays and _ miscellaneous 
sources produce roughly 10 per cent of 
their customers and satisfied customers 
who recommend the store account for 
most of the remainder. 


Mesh Oxfords Selling Well 


CHICAGO, ILL.—Mesh oxfords in the 
high styles have been among the most 
successful sellers thus far this season at 
Hanaan and Sons Chicago store. Fea- 
tured in mesh toes with the rest of the 
shoe of patent, they have sold exceed- 
ingly well both in solid colors and in 
combinations. All black and all white 
have been the biggest single color sell- 
ers. Combinations are black and white, 
blue and white, wheat and Russian 
brown, and brown and white. The shop 
has also had a successful season with 
pastel doeskins which are featured in 
the front show cases of the shop, so that 
women can get the exact color effects 
in planning their costumes: Biggest 
sellers have been blue, orange, yellow, 
purple, and green. 


Shoes Bad for Elephants 


DETROIT, MicH.—A pair of shoes is 
said to have been responsible for the 


death of Little Eva, a 50-year old per- |} 


forming elephant with the Wallace 
Brothers Circus, in Detroit, recently. 
Her keeper was sleeping on the grass 
with his shoes by his side, having re- 
moved them for comfort. When he 
awakened his shoes were gone, and the 
elephant, who had previously shown a 
taste for cloth, boxes, etc., was im- 
mediately suspected. Every possible 
effort was made to relieve her when she 
showed symptoms of pain in her tum- 
my, but to no avail and she later died. 
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LET YOUR CUSTOMER SEE AND FEEL THE FEATURES 
THAT MAKE STEP-ELATOR ACE OF FOOT PILOTS 


HAVE HIM STAND IN 
2 STEP-ELATOR 


Nig 


. \ | 


Jv) 
» LOOK AT THAT WIDE SMILE 


XS 
HE'S REACHING IN HIS POCKET 


WEES. 7 
THE MONEY IS IN YOURS 


and a Pedwin Step-Elator fan pedals down 
the street permanently sold on the fine foot- 
comfort features of Step-Elator and the smart, 
sleek style of Pedwin Shoes. 


Stocked in a wide range of styles 
AAA to EEE—5’s to 14's. 


Geir, 


-ELATOR- 


THEY WIN YOUR FEET 
A HAPPY LANDING IN EVERY STEP 





Let the United Man 
tell you the complete 
Story of how the ex- 
clusive Step-Elator 
Franchise allows a 
liberal co-operative 
advertising plan. 


UNITED SHOE MFG. CO. ST. LOUIS 











SALE windows are beginning to 
make their appearance here and 
there, but next month we can ex- 
pect to see them in shoe stores 
everywhere. Some shoe stores have 
clearances; many do not, but 
whether they are to be considered 
good merchandising or not, these 
Midsummer sales clearly constitute 
an important factor in shoe retail- 
ing during the period from the 
Fourth of July to the opening of 
the Fall selling season. So, to those 
shoe merchants who find it profit- 
able to dispose of the odds and ends 
of their Summer stocks by a July 
clearance, the question of how to 
make this important event success- 
ful becomes of vital importance at 
this season. 

Visual merchandise displays play 
a big part in sale promotion, and 
most important of all, of course, 
are window displays. If you are 
to convince customers that you are 
offering unusual values, you must 
afford them an opportunity to see 
the merchandise. This fact is so 
obvious that it sometimes tends to 
obscure the real truth about sale 
windows. Merchants become so 
eager to show shoes that they fill 
their windows with them without 
much thought of rhyme or reason 
and with no attention whatsoever 
to the vitally important essential 
of providing windows that are 


This novel display arrangement was used by J. & J. Slater, New York, recently, in 
connection with their semi-annual Clearance Sale of Spring. shoes. 


~ 








harmonious, well balanced and 
pleasing to the eye. 

The question of what sort of win- 
dow display is best in sale season is 
comparatively simple. The answer 
is: “Very much the same sort of 
windows that would be effective at 
any other time.” By that we mean 
that sale windows should possess 
the same qualities of eye appeal, 
balance, color harmony and interest 
that are requisite for any good dis- 
play. True, the sale window should 
have a somewhat different em- 
phasis. It should focus attention 
on the shoes, even more than other 
windows, and it should provide for 
the showing of a greater number 
and variety of shoes. It is permis- 
sible and desirable to make a sale 





The Wisconsin Shoe Retailers 
Association, at its recent con- 
vention, recommended that, in 
view of cool weather and the 
lateness of the current season, 
the opening of clearance sales 
be delayed to late July or early 
August. Such action was ad- 
vised particularly in the case 
of white shoes, which are con- 
sidered to be seasonable mer- 
chandise through the vacation 
season. 
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SALE WINDOWS MUST SELL 


B ut What Sort of Shoe Win- 
dow Packs the Most Selling 
Punch in a Summer Sale 
Season? — That’s a Timely 
Problem for Every Merchant 
Planning a July Clearance. 







window quite spectacular, so as to 
catch the eye more quickly and im- 
press the by-passer instantly with 
the thought that this window is 
something quite out of the ordinary. 
Price and value are elements which 
will be played up more conspicu- 
ously in sale windows than in other 
displays. 

But too many shoe windows, dur- 
ing the clearance season, degener- 
ate into mere conglomerations of 
merchandise, with some sort of 
big, bold background emphasizing 
the idea of “Deep Cut Prices.” That 
sort of a window reflects little credit 
on any store, and often it fails in 
its purpose of attracting customers 
and selling more shoes. The reason 
why it fails is to be found in the 
fact that people, when they buy 
shoes, are rarely in a mood to 
accept any sort of shoe merely be- 
cause the price seems attractive. 
Style is a tremendous factor, as 
every retailer knows, in every 
branch of the shoe business, but 
particularly in women’s shoes. It is 
a factor which customers consider, 
even when they buy shoes at sales, 
and clearance windows should be 
planned to bring out the elements 
of fashion appeal in the shoes and 
to make them as attractive and 
interesting as possible in the eyes 
of the consumer. Other significant 

[TURN TO PAGE 55, PLEASE] 
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--- then specity 
ROCK OAK SOLE LEATHER 







More miles of wear, complete. 





satisfaction to customers, with 





firm, scientifically tanned Rock 





Oak leather. It gives a good 






edge, helps keep shoes in shape, 





adds “zip” to style. For faster 





turnover ask your manufacturer 


to use Rock Oak. 









The American Oak Leather Company 


Cincinnati Chicago 
Boston St. Louis 
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' Delay Advised in White 
Shoe Sales 


Dayton, On1o—At one of the most enthusiastic 
meetings of the Dayton Shoe Retailers club held in 
recent months, the matter of delaying usual clearance 
sales of white shoes to the latter part of July or 
during the first week in August was given full con- 
sideration and discussion. It was determined the hold. 
ing of such sales will be left to the discretion of each 
individual dealer, although disposition of odds and 
ends are-to be made at any time, it was decided. 

The June dinner meeting of the Dayton club, post- 
poned a week due to the Cincinnati Shoe Fair, was 
held at the Northmoor Country club and was attended 
by close to 40 shoe dealers and clerks. 

Paul W. Crawford of the Crawford Shoe Company 
first discussed the matter of delaying white shoe sales, 
indicating that “it is absurd to, cut prices immediately 
following the Fourth of July.” He pointed out the 
fact that good desirable merchandise is now hard to 
obtain and stocks obtainable are now higher in price 
than those now held by dealers. If dealers would hold 
off their general white shoe sales until the latter part 
of July or the first week in August, they would be 
able to make more money on their merchandise than 
if they slashed earlier. 

Louis A. Miller of Elder’s and recently elected a 
director of the Ohio state association, entered the dis- 
cussion in setting forth the fact the white shoe season 
this year has been late and the dealer now has a chance 
to cash in on his Summer merchandise in July and 
August. 

M. H. Riggs, club president, maintained that close- 
out sales on whites depends on how business holds up 
and how long the present supply of the dealer holds 
out. He advocated the clearance sales of odds and 
ends, starting with July 10. Elmer Blomquist of Rike- 
Kumler Company, asserted he expected no difficulty 
in disposing of white shoes this year and likewise 
urged the delaying of such general clearance sales. 

Lester Abrams, traveling representative of Boot anv 
SHOE RECORDER, cited the experience of other shoe 
dealers in various parts of Ohio in the matter of white 
shoe sales, mentioning particularly Cleveland, where 
the public has been educated to look for such clear- 
ances at a certain time each year. Shoe dealers in 
Cleveland, he said, are cooperating satisfactorily in 
the matter. 

Motion was adopted to extend an invitation to Miss 
Margaret McNary, adjustor at Rike-Kumler Company, 
to be the guest of the club at the September meeting 
and relate her experiences in customer adjustments and 
the successful methods she employs. 

The matter of suspending the July and August ses- 
sions of the club was introduced and a motion was 
adopted to hold the next meeting on July 14. Election 
of officers will take place at the September session. 
[TURN TO PAGE 42, PLEASE] 
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FINER IN STYLE..GREATER IN VALUE... Definitely the” bs tyet a 


America’s number-one quality line has been stepped-up 
in styling to win all “honors” 


or Fall, complete in Welts, McKays and 
s, present outstanding opportunities to 
ers interested in building a lasting and 
profitable business. 








>> There Is a Star Brand 
Shoe to fill every demand 


hell | | profitably! 


Poll-Parrots are nationally 
known Star Brand shoes! To 
please every man, woman 
and child in your commun- 
ity you can get just the shoes 
you need from Star Brand 
Shoemakers. Let us show 
you. Wire, write or phone 
for a representative. 


SEE 
STAR BRANDS 


ROBERTS,JOHNSONG SRAND pirsel 


Branch of International Shoe 


ST.LOUIS,MO. 


























It reveals the 

misfitting of 

stockings and 
shoes. 


X-Ray photo of 5 
yoor child. 


DeLuxe Model. 
Absolutely shock and 
ray proof. 

May we send our rep- 
resentative and addi- 
tional information? | 


ADRIAN 


INCORRECT CORRECT 


No. l—right—shows straight alignment of 

metatarsals, with No. 2 Cuneiform bone in 

correct placement, and No. 3 (foe bones) all 
lying natural. 


To the children there is something 
fascinating about the X-Ray Shoe 
Fitter. For them to look into the 
machine and SEE how the shoes 
fit is a thrill and an education. 
They'll tell their young friends 
about it—where it can be seen— 
that YOU fit shoes with X-Ray. 
And at the same time you and the 
parent can see and KNOW that 
the child’s shoes are correctly 
fitted. Adrian X-Ray fitting leaves 


‘you and your customers with a 


strong feeling of satisfaction. 


XRAY 


SHOE FITTER, INC. 


3535 North Palmer, Milwaukee, Wisconsin 
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H. D. Krotz of Rike’s and G. A. Bauman of Nisley’s 
were appointed as a committee to bring several chain 
store representatives to the next meeting. James Gabler, 
P. J. (Pete) Myer and John Schoenhals were named 
as a committee to arrange details for the next meeting. 

For the first time in many months, “Pete” Myer 
was absent from a club meeting, being kept away by 
illness. The members extended a vote of thanks to 
Allen Thirkield of Franklin, who acted as host to the 
club at the May meeting at his home. A bouquet of 
roses was ordered sent to Mrs. Thirkield as an ex- 
pression of appreciation. 


NLRB Hearing Adjourned 


Lewiston, Me.—Dr. John A. Lapp has adjourned 
the National Labor Relations Board hearing here and 
has left for the board’s decision at Washington the 
remaining complaints against three Auburn manufac- 
turers and the petitions to order Wagner Act “consent” 
elections in 12 shoe shops of the 19 originally involved 
in the Committee for Industrial Organization’s 13 
weeks’ general shoe strike here and in Auburn. 

On the basis of his report to the board and the 
testimony of the trial, the board will decide (1) 
whether the manufacturers interfered with their em- 
ployees in choosing a bargaining agency; (2) whether 
manufacturers dominate and control the Lewiston and 
Auburn Shoe Workers’ Protective Association and (3) 
whether to order elections. 

Previously Dr. Lapp had dismissed (1) the charges 
of blacklisting against the three firms and the Auburn 
Shoe Manufacturers’ Association; (2) charges against 
the three firms of refusing to bargain collectively with 
the United Shoe Workers of America.. 


A Respect for Capable 


Management 
[CONTINUED FROM PAGE 28] 


into a new season without appreciation of the brains 
it needs to get the right shoes in the right materials in 
the right styles and at the right prices, moving in the 
right direction of the willing consumer; for the public 
will buy if it has the money but it will not buy what it 
does not want. 

Instead of cheaper brains in retail distribution, we 
need higher-priced brains in management because the 
ratio of losses and the opportunity of gain is measured 
more in management than in any other thing. Compe- 
tent management knows no hours, no limitation of time 
or interest and works endlessly for results—and the 
better the reward, usually the better the results. So let’s 
bring back a few straight-thinking brains into the field 
of distribution if we hope to have the prosperity we are 
aiming at—compensating the capital of brains and 
money so that labor may get its rewards in hours and 


wages. 
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1 TODAY you begin the 

second half of 1937. 
What is it going to bring you? 
A bigger, more profitable 
business? It is strictly up to 
you. The business is available. 
Someone is going to get it! 
It might as well be you. 


5 A HOLIDAY—and a good 

day to relax, celebrate, 
and forget all about the shoe 
business, so that you can come 
back to the store tomorrow 
prepared to make a strenuous 
drive for business during July 
and August. 


9 USE a full page ad in 
tonight's paper to an- 
nounce your sale. And make 
it an ad with a WALLOP! 
Why not prepare big red 
string tags with an announce- 
ment that the sale opens to- 
morrow and have boys hang 
one on every knob in town? 
This stunt gets attention! 


13 AS a follow-up on your 

newspaper advertising 
of your Clearance send out a 
mailing card to all your cus- 
tomers today. Be brief! Just 
say, “Our Big July Clearance 
Is In Full Swing. Look At These 
Prices!" Then name four or 
five of your best values. 


USE an attention-getting 

advertisement tonight, 
for Saturday business, headed 
“Celebrate The 4th in New 
Shoes." Emphasize PRICE but 
do not cut prices. This is prac- 
tically the last chance for vol- 
ume on Summer shoes at your 
full mark-up. 


JULY is a hard month to 

maintain volume unless 
you carefully PLAN your sell- 
ing and advertising. If you 
have not built a definite pro- 
gram for the month, do it to- 
day. It will take special pro- 
motions to get business. Now 
—what can you do? 


10 WHEN the store opens 
this morning windows 
and interior should have a 
real sale appearance. Paper 
pennants strung on wires across 
the store help wonderfully to 
give this effect inside. See 
that every pair of shoes in the 
window has the sale price 
plainly marked. 


14 AT about this stage of 
your Clearance Sale you 
ought to go through your 
stocks again to make sure noth- 
ing has been overlooked that 
ought to be cleared out. You 
will probably change your mind 
about some numbers you didn't 
include in the sale originally. 
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THE RETAIL 


Good Shoes 
Deserve Good Sales Promotion 


3 HAVE an attractive win- 

dow of "Smart Styles for 
July 4th" today. Be sure that 
every pair of shoes on display 
is plainly priced. If you're 
planning to have a patriotic 
window over the week-end 
put it in place tonight after 
the store closes. 


7 IF you can maintain July 
volume without a sale it 
might be better to save your 
Clearance for early August. 
However it is probable that 
most of your competition will 
hold their Clearance Sales in 
July. If this is the case you 
had better do the same. 





15 YOU might make this 

“Men's Day" in your 
Clearance, featuring it with 
big cards in your windows, by 
telephone calls to all your men 
customers, and by handbills 
passed out on the street and 
from house to house. Give 
every man a good cigar who 
buys shoes today. 








8 IF you're to have a July 

Clearance why not start 
it next Saturday? Go through 
your stocks carefully and list 
every pair that ought to be 
cleared. Then reduce prices 
relentlessly! There's little use 
in trying to save any profit on 
your turn-killers now. 


12 SEVERAL good Monday 

window specials will help 
keep up interest in your sale. 
Check all sale items carefully 
today to see which ones sold 
best on the opening day of the 
sale. If any items didn't seem 
to "take" the price was prob- 
ably to blame. 


1 6 END your sale tomorrow. 

The sale that runs too 
long dies from sheer lack of 
interest. Prepare a BIG ad for 
tonight announcing “Last Day 
of Our Shoe Clearance.” !f 
you've repriced any numbers 
or added any new groups play 
these up as “Last Day Specials. 
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CALENDAR for JULY 


A Werking Schedule for Busy Merchants 


17 IF you have any real 

"dogs" in stock that just 
WON'T sell, put them out on a 
$1 table today and get rid of 
them. Display a dozen pairs ot 
shoes in the window today with 
a card announcing that you'll 
auction them off to the highest 
bidders tonight. 


91 IF you have in stock or 

can secure a KNOCK. 
OUT Hosiery bargain try send- 
ing out a mailing card featur- 
ing this. Invite mail and phone 
orders. Put in a flashy window 
featuring the same item. Pro- 
motions like this, or single 
items, will help hold up sales. 


99 ABOUT this time the 
wear and tear of vaca- 
tion play begins to tell on 
children's shoes. A good ad, 
or better yet a good circular 
or letter, featuring your very 
best values in children's shoes 
will remind parents that they 
must buy new shoes for their 
children. 


29 NOW is the time to get 
your store in shape for 
Fall and Winter. Does the 
heating plant need attention? 
Are there any other repairs 
that should be made? How 
long since you have checked 
the premises for Fire and Acci- 


dent hazards? 


26 DO you get the athletic 
shoe business of your 
local schools? Why don't you? 
You can supply everything 
they need, and it is profitable 
business. Now's the time to 
line up this matter, for Fall. 
Take time today to find out 
who places the orders! 


30 YOU must do something 
special to stimulate sales 
tomorrow. Why not have six 
or eight small ads in different 
parts of tonight's paper an- 
nouncing that "Tomorrow Is 
Surprise Saturday", with such 
teasers as "See Our Windows", 
“A Surprise With Every Pur- 
chase,” etc.? 


19 THE Clearance is over! 

Remove every sale sign 
and get your windows and in- 
terior back to normal! People 
are quick to note the presence 
of old sale signs and pennants 
in the windows and _ interior 
after the sale is over, and it 
causes them to lose confidence. 


23 WHY not make tomor- 
row Clean-Up Day to dis- 
pose of all the odds and ends 
left from your Clearance? Put 
everything in two or three price 
groups, on tables—and make 
the prices mighty low! Fea- 
ture this Clean-Up BIG in your 
advertisement tonight. 


97 ARE your early Fall 

orders placed? And 
have any of your advance Fall 
styles arrived? If so start fea- 
turing them in the windows. 
Are you satisfied with your 
newspaper mat service? Now's 
the time to DO something 
about it—before you start your 
Fall Styles advertising. 


a 


31 PLACE half a dozen 

really unusual bargains 
in the windows today, featured 
as "SURPRISE BARGAINS", 
with various teaser cards sim- 
ilar to your ads. Then give a 
movie ticket with every pur- 
chase, or refund every 20th 
sale, or have some other similar 
stunts. 


90 IT is not too early to be 
giving some thought to 
your Fall window and interior 
trims. Make your plans now, 
order backgrounds, etc., in 
plenty of time and be ready 
to put everything in place 
when the season starts. And 
why not be DIFFERENT this 
year? 


94 USE one window to fea- 

ture your "Clean-up" 
sale today. Continue to fea- 
ture your big Hosiery special 
in the windows, too, for Satur- 
day is a big hosiery day. Tell 
this Hosiery offer to every cus- 
tomer that comes in the store 
today. 


28 HAVE you ever consid- 
ered a shoe shining 
chair in your store? It's a con- 
venience that brings people to 
the store, and by giving tickets 
good for several shines with 
every pair of shoes you sell you 
gain good will and keep your 
customers coming into the 
store. 
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Bush Sees Hide Market Stabilized 





Addressing Illinois Shoe Men, St. Louis Manufacturer 
Declares Belief That Prices to Retailer Have 
About Reached Peak 


[Special Dispatch to Boot and Shoe Recorder] 


Peoria, ILuL.—Termed the most suc- 
cessful in the history of the organiza- 
tion, the twenty-fourth annual conven- 
tion of the Shoe Retailers and Shoe 
Travelers of Illinois was held June 20, 
21 and 22 at the Pere Marquette Hotel 
here. Five hundred shoe men attended 
the three-day meeting and 90 lines of 
shoes were on display. 

The 1938 convention will be held May 
15, 16 and 17 at the same hotel, it was 
decided at one of the closing sessions. 

Carl H. Kramp, of Springfield, was 
elected president of the retailers 
group; John A. Rodgers, Bloomington, 
vice-president; John Moser, Peoria, 
secretary-treasurer. Mr. Kramp for- 
merly was a director. New directors 
named to the retailer’s board were 
John Purcellio, of Herrin, Ill., and 
E. Goodstein, of Murphysboro, III. 

All officers of the shoe traveler’s 
division were reelected, as follows: 
C. A. Swanagan, Terre Haute, Ind., 
chairman; Martin W. Scherff, Peoria, 
treasurer; O. B. Boyd, Peoria, secre- 
tary. Paul H. Schmidt, of Chicago, was 
placed on the traveler’s executive com- 
mittee. 


Activities Start Sunday 


A golf tournament at Northmoor 
Course opened the convention for early 
arrivals Sunday morning. Following 
registration at 9:30 a. m., in the hotel 
lobby delegates inspected the large 
number of wholesale exhibits in rooms 
on six floors of the hotel. A supper 
party in the hotel ballroom Sunday 
night concluded the day’s program. An 
elaborate entertainment program was 
presented. 

By Monday morning, the remainder 
of the exhibits had been installed and 
Fall styles will be as follows, accord- 
ing to convention leaders: 

Ruddier tones for the men, with town 
and country styles emphasizing brown 
over black. Brogues and heavy shoes 
will be popular. Cordovans also look 
good. Toes will not be so pointed. 

Suedes will be “the thing” for wo- 
men, with high fronts in ties. Blacks 
will predominate, with at least 65 per 
cent in this color. Browns will rate 
second. Higher heels and rounder toes 
will be in style. Other popular colors 
will be greens and gun-metal grays. 
Acajou, French mahogany, is a new 
color that is expected to be extremely 
popular. 

F. B. Broeker, of Quincy, Ill., retir- 
ing president of the Shoe Retailers’ 
group, presided at the Monday after- 
noon luncheon and business meeting. 
C. W. Reuling, chairman of the con- 
vention committee of the Peoria Asso- 
ciation of Commerce, gave the address 
of welcome. 








JOHN A. BUSH 


John A. Bush, of St. Louis, president 
of the Brown Shoe Company, was prin- 
cipal speaker. Addressing the group 
on “Shoe Retailing from the Manufac- 
turer’s ‘ Standpoint,” he said that 
stocks of finished products are very 
low today not only in manufacturers 
and wholesalers warehouses, but in re- 
tail stores, indicating that business is 
good. 


Price Stability Forecast 


“The hide market, for the first time 
in several months, has become so sta- 
bilized that while retail prices are con- 
siderably higher than a year ago, indi- 
cations are that prices to the retailers 
will not be much higher in the future,” 
said Mr. Bush. 

“What Is the Matter with Retail- 
ing?” was the subject of a second ad- 
dress Monday afternoon by Joseph T. 
Meek, of Chicago, executive secretary 
of the Illinois Federation of Retail 
Associations. 

The annual banquet of the association 
was held Monday night, June 21, in the 
hotel ballroom with the principal ad- 
dress given by the Hon. F. Harold Van 
Orman, of Evansville, Ind. Mr. Van 
Orman is former Lieutenant-Governor 
of Indiana, president of the Van Orman 
Hotels Company and recognized as a 
speaker of unusual brilliance. 

“Business men of today,” he charged, 
“shoe dealers, shoe salesmen and all, 
don’t seem to care what happens to 
the country. They are inactive lethargic 
and have a disregard for politicians 
who really are responsible for pros- 
perity or depression. 


Urges Interest in Politics 


“There is but one way to stabilize 
our tottering union, which surely is 
headed toward dictatorship. Our busi- 
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ness men must become interested in 
politics, take a hand in the nomination 
of officeholders and even hold office 
themselves. If this is to be a business- 
like country, business men must run 
it.” 

During his address he compared the 
United States of today with the Roman 
and Greek Empires of antiquity, which 
fell because their “middle classes and 
business men were not interested in 
what was going on.” 

Shortage of calfskin is one of the 
problems facing men’s shoe factories 
today, it was brought out at the con- 
vention. Many calfskins are imported 
into the United States, but because of 
European strife prevalent at the pres- 
ent time, it is said to be difficult to 
obtain enough skins to meet the shoe 
demand. 

Success of the meeting this year was 
evidenced by the fact that 50 reserva- 
tions already have been made for the 
1938 meeting in Peoria. A larger num- 
ber of delegates attended this year 
than at any previous convention in the 
associations’ history. Greater interest 
was also shown by the general public 
this year and large numbers visited the 
exhibits daily. 

Tuesday, the final day of the conven- 
tion, was given over to reports by vari- 
ous committee chairmen and selection 
of the 1938 convention city. Displays 
remained open from 9 a. m. to 3 p. m. 
to accommodate retailers who had made 
appointments for the inspection of shoe 
lines. 

W. J. Crawford and Orville Myers, 
Peoria shoe men, were chairmen of the 
local convention and hotel committees, 
respectively. 


Men’s Sport Shoes 
Follow Early Trend 


MIAMI, FLA.—Burdine’s is reporting 
that Summer business in men’s shoes 
is bearing out the trend which appeared 
throughout the resort season, that 
white is accounting for 50 per cent of 
volume. There is great demand for 
two-tone shoes, white and black and 
white and tan, with more emphasis on 
the white and tan combinations. Gray 
has been good and is continuing right 
into the Summer picture. 

Well received has been a braided 
vamp oxford in gray or brown reverse 
calf with leather sole and rubber heel. 
It is also offered with a thick crepe 
sole. 

Ventilated shoes continue to be ac- 
tive, particularly good being an oxford 
style in light tan saddle calf with 
leather soles and rubber heels. 

There is a tendency this year to- 
ward a wider, fuller toe, and many of 
the shoes are showing more detail in 
perforations or trim. 





Harry Melet Manager 

Dayton, On10—Harry Melet is the 
new manager of the local store of For- 
sythe’s at 7 South Main Street. 
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A PRICELESS NAME THAT WALL SELL MORE PAIRS FOR YOU 


CITY CLUB in itself implies quality, character, careful scru- 
tiny of values, and success. Thus it has selling value. But 
when attached to such a remarkable line of men’s dress shoes 
with the Velvet Step features, it becomes a name that is 
priceless to the merchant who makes the most of it. 


CITY CLUB Velvet Step proposition includes: 1. Shoes 
with visible comfort features. 2. Shoes with a seamless back. 
3. Shoes built over lasts with broadened heel space to pre- 
vent riding on uppers. 4. Shoes with a fuller treading sur- 
face to prevent riding on edge of insoles. 5. Shoes that have 
short, snug-fitting top lines. 6. Shoes made over a last for 
every foot classification. 7. Shoes in a wide range of styles 
and materials. 


Specifications: Welt construction; fine selected upper stock; Promotion: City Club Velvet Step Shoes are backed by five-color 
soles of choice selection of cowhide bends; invisible nailed rubber — window displays; counter signs; special City Club cards; arrow 


heels. Widths AAA to G. Sizes 5 to 14. 


markers; envelope stuffers; City Club consumer booklet; mat 


In Stock for immediate shipment (Write for Catalog). Priced to _ service; dealer imprinted postcards; radio transcriptions and City 
retail at $6.00 and $6.50 with an attractive mark-up. Club golf balls. A 50-50 proposition on local newspaper advertising 


Terms: 60 days, net. 


and radio broadcasts. 


CITY CLUB. -),d0”’ SHOES 


PETERS SHOE COMPANY 


BRANCH OF INTERNATIONAL SHOE CO. ¢ ST. LOUIS, MO. 
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On with the New Shoes 


shoes. One of the most attractive shoes 
in the latter group is the combination of 
reversed calf and patent shown in the 
photograph. 

Other interesting combinations of 
leather include reversed calf with 
smooth, smooth with alligator calf, 
smooth calf or patent with lizard (genu- 
ine in the higher price bracket) used as 
inlay or trim, and the revival of a com- 
bination of two tones of elk. 

Shoe manufacturers are definitely 
trying for greater variety in leather as 
well as patterns. For little girls, buf- 
falo is popular with only a few houses. 
A pig grain is being tried by one house, 
a cordovan tip and foxing on a kid shoe, 
instead of shark on elk, by another. 
Kid is coming back into the picture, 
sponsored, in part, by certain manufac- 
turers of health shoes who consider that 
it is ideally flexible and porous for 
growing feet. Colored patent up through 
the misses’ sizes is another experiment 
in variety. 

Colors show little change, with brown 
in the lead for all ages and types of 
leathers except patent. With the grow- 
ing use of suede for younger girls we 
shall find a few black, blue, and even 
green shoes in the smaller sizes. 

Faced with such a Fall program the 
retailer should be able to offer his 
youthful customer a wide choice of pat- 
terns and leathers in shoes which ex- 
press his growing sense of smart line 
and suitable design and material. 

The byword in the boys’ shoe field 
for the coming Fall is “give them shoes 
like Dad’s.” This does not mean that, 
except for the sizes, boys’ shoes will be 
duplicates of the men’s styles, but 
rather that the general workmanship of 
those styles worn by the average well- 
dressed man, either in college or busi- 
ness, is carried out in boys’ shoes for 
Fall. This has been done with but few 
variations of which probably the fuller 
toe is the most important. The narrow 
toe has been tried out by some boys’ 
shoe manufacturers but did not meet 
with any enthusiastic response. 

The boys’ shoe department is the only 
real stepchild in the shoe industry. 
Probably the most important factor to 
which this situation is attributed is that 
of price. Price resistance in the boys’ 
field is high, most probably due to the 
reluctance of parents to pay more than 
a nominal sum for shoes for their boys 
because of the wear and tear to which 
a boy’s shoes are subjected. However, 
it is not because the manufacturers 
have not done anything about this sit- 
uation that it is a fact today. They have 
endeavored to give both the retailer and 
the customer the best in boys’ shoes at a 
price that is not prohibitive. But it 
still is a fact that the boys’ shoe busi- 
ness is not what it should or could be. 
Boys need shoes, they always have and 


[CONTINUED FROM PAGE 22] 


MERCHANDISE SOURCES 


Description of Shoes Shown on 
pages 22-23 


1—T-Strap sandal in suede with smooth 
calf trim. From Bally, Inc. 


2—A new corrective shoe for boys in 
Brown calf, Its main corrective feature is 
the extended last. From Chas. A. Eaton Co. 


3—Kiltie tongue oxford in Ruffit with Bar 
Crepe Sole. From Natural Bridge Shoe- 
makers. 


4—A popular boy's shoe for Fall is this 
black, Scotch grain, wing-tip oxford. From 
Holland Shoe Co. 


5—Brown calf oxford with perforated 
moccasin front. From Curtis, Stephens, Em- 
bry Co., Inc. 


6—T-strap in brown calf with suede trim. 
From Brown Shoe Co. 


7-—-Calf oxford with lizard inlay and 
tongue. From J. Edwards & Co. 


8—Cross strap sandal combining patent 
leather and bucko. From Walkin Shoe Co. 


9—Reversed calf in monk design with 
smooth calf strap and lacing. From Endicott- 
Johnson Corp. 


10—Boy's dress oxford in black kid with 
wing tip and perforations. From O'Donnell 
Shoe Co. 


11—Two-tone elk oxford, smoked with In- 
dies brown tip and foxing. From Pied Piper 
Shoe Co. 


12—Brown elk oxford with squared mocca- 
sin effect in darker brown. From Green 


Shoe Co. 


13—Black patent cross strap over reversed 
calf tongue. From International Shoe Co. 


14—A plain toe boy's oxford of brown 
Scotch grain with a leather sole and heel for 
dress wear. From Commonwealth Shoe and 
Leather Co. 


15—Popular with boys for school and play 
wear is this moccasin-type oxford of brown 
elk with composition sole. From Chas. A. 
Eaton Co. 





they always will. The market is there 
and needs only the leadership, in which 
manufacturer and retailer can con- 
centrate in building the boys’ business 
into an important factor in the shoe 
industry of today. 

The modern boy has developed a real 
sense of style consciousness and today 
is making himself heard as regards his 
style preference. Tying up boys’ styles 
with those of the men’s is not new but 
it is the most important lead that boys’ 
shoe manufacturers have to date for 
opening up a bigger and better boys’ 
shoe business. 

This Fall boys’ shoes present an out- 
standing appearance both from the 
standpoint of style and quality. Rugged 


leathers are important in manufac- 
turers’ lines for the coming season with 
Scotch grains playing a leading part. 
There has been a general slackening off 
of the use of Norwegian calf and elk 
for Fall shoes due to increased prices, 
but styles, formerly made of these 
leathers are carried out this season in 
plain and grained calf. Kid leather is 
also being used this Fall in dress shoes 
for the younger boys. 

The most apparent tie-up of boys’ 
shoes with men’s styles are those for 
dress wear. Wing and straight tips are 
important in both the brogue and semi- 
brogue effects, both in the blucher and 
plain types. Another shoe that has been 
selling well in the boys’ lines at the 
opening of the Fall buying season is 
the plain toe shoe, with or without the 
blucher effect. 

As for color, brown holds a slight 
lead over black, the matter of locality 
being important in their selection, but 
in general they run about even in popu- 
larity with majority sales on the blacks 
coming in the popular-priced grades. 

For school and play wear, the mocca- 
sin type oxford, either real or simulated. 
has always been a popular shoe with 
boys. This type shoe is comfortable and 
with the rubber or composition sole, 
will take a lot of wear, this being the 
most probable reason for its popularity 
with parents. Shark-tipped shoes are 
also still important for school and play 
wear for the same reason. 

During the past three years there 
has been an increasing demand for cor- 
rective shoes for boys, due mostly to 
the promotion of foot health. One man- 
ufacturer introduced a corrective line 
three years ago and was surprised at 
the good results. The second year sales 
doubled the first and the third year 
doubled the second. What is to come 
this year can only be surmised but the 
fact remains that there is a definite 
demand for corrective shoes for boys 
and the fact that manufacturers are in- 
cluding corrective features in several 
styles in their Fall lines is indicative of 
the interest in this type of boys’ foot- 
wear. 





Sales Show Good Increase 
In Dayton 


DAYTON, OHIO — With payrolls in 
Dayton during May showing an in- 
crease of $1,912,649 over the same 
month of a year ago, retail sales dur- 
ing the past May registered an increase 
of 20.52 per cent over May, 1936, and 
9.51 per cent over the previous month 
of April, according to the Dayton Re- 
tail Merchants Association. 

For the first five months of the cur- 
rent year, retail sales have shown an 
increase of 23.67 per cent over the same 
period of a year ago. 
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Buy THIS BooK 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements. . . 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all ‘‘meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Advertising Ideas 
Prize, Discount and Gift Ideas 


* LIPSTICK STYLE - 


Suede Compact 


| 


sreaniiaing Jdene - 
loyer-Employee Ideas 
Ideas That M 


Ideas to Attract Children 


Anniversary Sale Ideas 
Spring and Summer Ideas 
Voting Contest Ideas 
Mailing List Ideas 

Dollar Day Ideas 
Mother’s Day Ideas 
Hosiery Ideas 


39 Chapters 
337 Pages 


$3.00 


PAID 
Please re- 
mit with 
order 


239 West 39th Street 





Unusual and Miscellaneous Ideas 
Management and Economy Ideas 


ake Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 


Cash, Credit and Collection Ideas 


2222 ideas, seven for a cent; one used 
more than pays for the book 


BOOT AND SHOE RECORDER 
New York, N. Y. 


is unique. 








A Sales Idea 
that “Clicks” 


Women can’t resist this novel “Lipstick” package. It 
It is handy. It is easy to use. 
whelmingly popular 25¢ seller all over the country. 
All popular colors . 


Everett & Barron Suede Brushes and 
Suede Dressings Lead Them All 


EVERETT & BARRON CO. 


Providence, R. I. 


An over- 


. with Onyx Catalin brush. 


Toronto, Canada 











Clever Bit of Advertising 


PORTLAND, ORE.—One of the cleverest 
bits of dramatized advertising was re- 
cently issued by the Charles F. Berg 
store. It is in the form of a Ripley 
“Believe it or Not” cartoon newspaper 
advertising. The copy tells that if all 
the Chumley Saddle Oxfords the store 
has sold were laid end to end they 
would form a straight line 7500 feet 
in length. Comparisons are made in 
illustrations to show that this distance 
is 91/8 times longer than the “Queen 
Mary,” 16% times longer than the 
crack U. P. Streamliner train, “City 
of Portland,” and 31 times higher 
than Portland’s tallest office building. 
This claim is sworn to and checked by 
a notary public. 

The name “Chumley” is one which is 
controlled by the store and applies to 
merchandise sold only by Berg’s. The 
shoes in question are Los Angeles made. 
Copy reads: “No wonder we say that 
Chumley Saddle Oxfords are the most 
popular shoes in Oregon. High School 
girls call them “Chumley Special” . . . 
and they’re definitely the official High 
School shoe. Mail orders demanding 
them. come from all parts of the state 
... yes, and out of state as well. Try 
on a pair ... and you'll know why 
Chumley Saddle Oxfords rate this ac- 
claim.” 

In commenting “on the remarkable 
record made, Shoe Buyer Henry S. 


Waters said, “That statement relative 
to the number of pairs sold of this one 
shoe is true in every respect. The ad- 
vertisement created quite a bit of com- 
ment in this section due to its being a 
true dramatization of the merchandise. 
Pictured as it was, it proved to be a 
good way of showing the people just 
how popular the shoe is with us.” 


New Butler Store Opened 


St. PETERSBURG, FLA.—The new But- 
ler Shop opening at 445 Central Avenue 
is one of the most attractive shoe stores 
in the South. Robert Weinstock, who 
has been in charge of the shop in 
Miami Beach, has been transferred to 
take over the new store. The shop 
features the typical Butler front with 
long recessed windows. This is one 
of a chain operated by the Butler Com- 
pany throughout the state of Florida. 


William P. Lutz 


SHEBOYGAN, W1s.—William P. Lutz, 
48, superintendent at the Badger State 
Tanning Co., here, for fifteen years, 
died May 26 in a Rochester, Minn., hos- 
pital. Mr. Lutz had been employed by 
the tanning firm for the past 31 years. 
He is survived by his widow, a son and 
three daughters. 


Handbags Given at the 
Store Anniversary 


SPOKANE, WASH.—Everybody loves a 
birthday party, especially the type of 
birthday celebration which was staged 
this week by the Savon Shoe Shop, 
specializing in feminine footwear at its 
salon at Riverside and Post streets in 
this city. Customers attending the 
birthday anniversary and purchasing 
footwear were presented with beautiful 
handbags. These were given as birth- 
day presents and the management 
pointed out that it would be another 
twelve months before the Savon store 
passed out such handsome gifts again. 


Weather Retards White 
Shoe Selling 


INDIANAPOLIS, IND. — The adverse 
weather conditions coupled with a short 
Summer season has played havoc with 
the sale of white footwear. The sales 
volume is well below last year at this 
period, here, but business in general 
is equal to and ahead of last year. 
White shoes and combinations of white 
and tan and white and black are not 
selling as was anticipated because of 
the cool rainy weather. The condition 
has caused a draggy demand. In all 
probability conditions indicate there will 
be a heavy carry-over of white shoes. 
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Perpetual Inventory Assures an Increased Profit 
... and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply.a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


Boor Aub aor uecoRDER 
ee Helps you to “buy as you sell”—to know whether each shoe 
( ) Please send me samples and prices of your Steck 

and Dailty Sales Card Reserd. 


is paying its way with a profit, to go light on slow movers, 


to re-size frequently on wanted style and sizes. 
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@ In the selection of her 
shoes — as in the choice of her 
clothes — she seeks the dis- 
tinctive quality that gives her 
absolute confidence in her ap- 


pearance. 


@ She demands that ap- 
peal of smartness — neatness 
— smoothness — in the toes of 
her shoes which means — ‘Built 
with Celastic.”” 





oe THE QUALITY BOX TOE 


rs, 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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GENUINE KANGAROO 
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rANNED IN AMERICA |: 
L 
or 
You couldn’t duplicate this picture snapped by a hunter a 
in the native Australian “bush,” using any animal but the fo 
Kangaroo itself. And you can’t duplicate the performance 
of genuine Kangaroo leather with any leather but genuine T: 
Kangaroo. Not even if you were to call the substitute th 
“kangaroo sides,” “kangaroo calf,” or “kangaroo horse.” of 
For genuine Kangaroo alone has the collagen fibres that pu 
make up the “leather” part of its skin so tightly inter- 4 
laced, instead of lying in layers, that they give the max- vm 
imum performance of strength and character. Of such tic 
real importance is this interlacing character of the fibres, in 
that genuine Kangaroo is 17% stronger, weight for the 
weight, than any other leather. And with that strength, ( 
Kangaroo is as soft and as pliable as fine kid. It has a cer 
fine even grain that will take a high, lustrous polish. It = 
makes good-looking shoes, shoes that will wear, and shoes ol 
that bring real comfort and foot happiness to active men. ; an 
That is why Kangaroo has been such a success, such a the 
profitable item for shoe retailers in both athletic (the the 
heavier grades of kangaroo) and men’s fine dress shoes this 
(the lighter grades of Kangaroo). That is why it will pay for 
you to sell your customers shoes of genuine Kangaroo. . 
mor 


SURPASS LEATHER CO. mam | § 
RICHARD YOUNG CO. NEW YORK 
ZIEGEL EISMAN CO. ws 
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Shoe Ves 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, JUNE 26, 1937 


NATIONAL NEWS 





Ask Tariff Increase on Shoe Imports 


Massachusetts Senators Request Investigation of Mounting 
Shoe Imports and Urge Increase of Tariff from 20 
to 30 Per Cent on Cemented Shoes 


WASHINGTON, D. C.—A _ resolution 
requesting the United States Tariff 
Commission to investigate the heavy 
increase in imports of cemented shoes 
was introduced in the Senate on June 
14 jointly by Senators Walsh and 
Lodge of Massachusetts. 

The resolution, which was submitted 
on behalf of the New England Shoe 
and Leather Association, was referred 
to the Senate Finance Committee. It 
follows: 

“Resolved, That the United States 
Tariff Commission is directed, under 
the authority conferred by section 336 
of the Tariff Act of 1930, and for the 
purposes of that section, to investigate 
the differences in the costs of produc- 
tion of the following domestic articles 
and of any like or similar foreign ar- 
ticles: Cemented shoes, made wholly or 
in part by the process of cementing 
the sole to the upper.” 

Citing the increase of imports of 
cemented shoes since 1935 which he 
said was over 500 per cent, Senator 
Walsh told the Senate that already 
some manufacturers in New England 
are threatened with the shut-down of 
their factories, and workers are facing 
the prospect of going on relief rolls 
this Winter in order to secure support 
for themselves and their families. 

Figures submitted for the record 
by Walsh showed that in the first four 
months of this year, a million pairs 
of cemented shoes had already been 
imported. Approximately 150,000 pairs 
were imported in 1935. 

Specifically, the Senator asked that 
the duty on imported shoés be increased 
from the present 20 per cent rate to 
30 per cent, the maximum rate allowed 
under the law. Such action, he said, is 
necessary to place the American shoe 
Manufacturer on a competitive level 
With foreign manufacturers. 

“These imported shoes, in direct com- 
petition with and replacing the McKay 





DATES TO REMEMBER 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, III... June 28, 29, 1937 


Boot and Shoe Travelers’ Association 
of New York Annual Summer Out- 
ing and Golf Tournament, Karat- 
sony’s, Glenwood Landing, L. I., 
July 15, 1937 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
Mb eavatatesiKe we July 18, 19, 20, 1937 


New York State Shoe Retailers Asso- 
ciation 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 

Oct. 3, 4, 5, 1937 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill. ......... Jan. 3, 4, 5, 6, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Ben- 
jamin Franklin Hotel, Philadelphia, 

January 16, 17, 18, 19, 1938 





shoes, are sold in this country at prices 
which our manufacturers, paying the 
American scale of wages, and faced 
with larger overhead costs, cannot pos- 
sibly meet,” Walsh said. “They are 
rapidly capturing the American mar- 
ket.” 

The situation was described as of 
vital importance to the American shoe 
industry especially in New England 
where most of the women’s shoes, of 
Compo and McKay construction that 
retail for $2.00, are produced. 

Cemented shoes—shoes in which the 
soles are cemented to the uppers, and 
designed for women—were first manu- 
factured in this country in 1929. Pro- 
duction enjoyed such a phenomenal 
growth that by 1935 over 40,000,000 
pairs were manufactured in this coun- 
try, the equivalent of one-third of the 
total United States production of 


women’s shoes during that year. 

Action by the Tariff Commission in 
raising the duty on the McKay type of 
shoe from 20 to 30 per cent ad valorem 
proved effective in limiting the imports 
of that type of footwear in 1930. How- 
ever, in place of McKay shoes foreign 
manufacturers began increasing impor- 
tation of cemented shoes on which the 
duty under the Tariff Act is only 20 
per cent. It is against these recent 
importations that the Walsh action is 
directed. 

He submitted for the record a num- 
ber of letters which included communi- 
cations from the New England Shoe & 
Leather Association, the Haverhill 
Chamber of Commerce, the Brockton 
Shoe Manufacturers Association, the 
United Shoe Workers of America, and 
from several individual shoe manufac- 
turers. All warned against the mount- 
ing tide of cemented shoe imports from 
Czechoslovakia and protested against 
the inclusion of shoes in any reciprocal 
trade agreement with that country. 


Shoe Rebuilders Convene 
In Milwaukee 


MILWAUKEE, WIis.—The Master Shoe 
Rebuilders’ Association of Wisconsin, 
at its annual convention June 13 at the 
Republic hotel here, was urged by 
Gustave H. Baumann, Milwaukee, state 
labor representative of the Shoe Repair 
Workers’ Union, to work for legislation 
which would eliminate foreign made, 
low priced shoes from the market. 

Mr. Baumann declared that 52 per 
cent of the nation’s shoes are being 
thrown away without being resoled be- 
cause they were purchased at such low 
prices that it would not pay to have 
them resoled. These shoes were made 
abroad, by cheap labor and with paper 
used for parts which in the United 
States are made of leather, he said. 


Joins Crawford Sales Staff 


DAYTON, OHI10—Frank Maess, for- 
merly of Shilito’s and the Potter Shoe 
Company in Cincinnati, has joined the 
local sales force of the Crawford Shoe 
Company. 
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WOMEN'S NEW SIZE SCHEDULE 


INSTEAD OF HALF SIZES MARK % DIFFERENCE WHICH IS ACTUAL MEASUREMENTS 
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A More Flattering Size System 


shoes which are little on the outside 
and big on the inside.” Then I braced 
myself for the customary ordeal and 
waited. But not for ten—fifteen— 
twenty minutes. Would you believe it? 
He was back in three and with the de- 
sired shoe in his hand. Little on the 
cutside? Yes, in so far as it is pos- 
sible for a size nine shoe to be little. 
Big on the inside?” Incredibly so. I 
felt weak and absurdly like Cinderella. 

“Just what you want and only 
$16.50,” pressed the salesman. 

“$16.50!” I gasped in outrage. 

“That’s very reasonable for such 
handsome shoes,” he assured me. 

They were dear shoes; how dear only 
my father appreciated. Nevertheless 
those Fifth Avenue shoes have re- 
mained my salvation. 

Although that store somewhat be- 
littled my good understanding, my 
curse has never been completely con- 
cealed. Every place and at all times 
my feet are an issue with me. Thus 
it is that my nineteen years have been 
besmirched with hurts, inconveniences, 
disasters, and financial embarrassments 
all because of a petty, though I can 
hardly say insignificant, problem. How 
ridiculous I have been to let so trivial 
an annoyance become a constant irri- 
tation and drawback to my happiness! 
Have you also your pet peeves? If the 
shoe fits, wear it! 


[CONTINUED FROM PAGE 15] 


Joseph Michaels Proposes 
A New Size System 


(REPRINTED FROM BOOT AND SHOE 
RECORDER, MAY 22, 1937) 


I propose a correction of the code 
system, at least. To explain let’s estab- 
lish size 4 as a base to point my ex- 
ample; let’s term it the beginning of the 
run of sizes in women’s shoes. Let’s 
take the size 4 and progress from there, 
increasing by actual measurements 1/6 
of an inch per half size and 1/3 of an 
inch per whole size. 

When a customer comes in for a 
pair of shoes on the new system, the 
sizes read: 

4,4 1/6, 4 2/6, 4 3/6, 4 4/6, 4 5/6, 5, etc. 
These sizes now read in your stock: 
4, 4%, 5, 5%, 6, 6%. 7, ete. 
In other words, a woman will get 





WIDTHS 
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a size 5 shoe by the new system, where 
previously she received a size 7—and 
if she has a sizable foot, her size 10 
will only be a 6—because we have made 
this system start from a base of 4 and 
progressed by the actual measurements 
rather than the half and whole sizes 
that we have used for over half a 
century. What woman wouldn’t be 
flattered to feel that she was wearing 
a size 5 rather than a size 7? She 
would get the same thrill that she gets 
now when she buys a size 18 dress 
which covers a size 36 proportion. 

There is something of a measurable 
principal in this new size run. We at 
least start with a size 4 and move along 
in definite 1/6 inches. 

Ask any one of your customers. You’)! 
discover that her belief is that a half 
size is one-half inch and when you ex- 
plain to her that it is only 1/6 of an inch, 
she invariably looks upon you as one 
who is peddling a commercial untruth in 
the hopes of subtle flattery. 

Show a customer the difference be- 
tween a size 7 and a 7% as being actu- 
ally only 1/6 of an inch and further- 
more tell her than the difference in 
width is but % of an inch on the cir- 
cumference of the foot and she is 
amazed at the little difference there is 
between sizes. 

Joseph Michaels 
Shoe Buyer, Saks 34th St. 
New York. 
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Sale Windows Must Sell 
[CONTINUED FROM PAGE 38] 


selling points, such as quality, fit and 
corrective or orthopedic features should 
be emphasized also. It is only in that 
way that sales can be stimulated 
through window displays, either in sale 
season or at other times of year. 

Sale windows should also be made 
attractive and interesting from the 
standpoint of background, arrange- 
ment, balance and trim. Retailers are 
likely to be a little less willing to spend 
money on window display at this season 
of the year because markdowns cut into 
their margin of profit and there is a 
feeling on the part of many that 
when prices have been reduced the 
shoes should “sell themselves.” That 
isn’t always true and in this connec- 
tion it’s often wise policy to keep in 
mind the old fashioned saying that 
“the first loss is the best loss.” In 
other words, a modest expenditure in 
building an attractive window may well 
prove to be a wise investment if it 
helps to put your sale over quickly, 
clean up odds and ends of Summer 
styles and get back as soon as pos- 
sible to selling regular shoes at regu- 
lar prices. 

However, it isn’t really necessary in 
these days to spend a lot of money to 
build an attractive display. The Slater 
window illustrated at the beginning of 
this article was sufficiently attractive 
to command favorable attention, even 
on Fifth Avenue, and yet the elements 
used in its construction were com- 
paratively simple and _ inexpensive. 
Bamboo sticks, lashed together, formed 
an interesting and unusual display 
stand for the shoes and gave an 
atmosphere of Summer to the display. 
So many interesting ideas can be 
worked out in wallboard, painted in 
bright colors or pastels, and with a 
“Summer Clearance” caption lettered 
prominently on the background, that 
the result today is more a matter of 
the ingenuity and cleverness of the 
window designer than the amount of 
money spent in building the display. 


Salesmen Study English 


DETROIT, MicH.—A course of fifteen 
lessons in “Practical English and Ef- 
fective Speech” is being taken by the 
sales staff of R. H. Fyfe and Com- 
pany. 

“The average salesperson gets a bit 
tusty on his English,” said William 
H. Adams of the company. “We be- 
lieve this course will make them bet- 
ter salesmen. We don’t want them to 
have to say ‘yah,’ ‘okay,’ or ‘okey 
dokey’.”” 

The lessons come in fifteen booklets, 
and are offered at a reduced price 
through the company. In addition, 
fifteen girls are taking a night course 
in public speaking taught by Harry 
C. Heffner, who addressed the last con- 
vention of Michigan Retail Shoe Deal- 
ers Association. 
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Plenty of LADDERS, 
but no elevators),| ° 


\ 
to get you up i \8 
THE PENNEY CO. 


@ For men who are able to climb, the Jj. C. 











Penney Company has always proved a good 
provider of ladders. The 1506 men who man- 
age Penney’s 1506 stores first came into the 
company as salesmen, and worked behind 
Penney counters until they found the ladder 
that led them to management jobs. The Penney 
Company’s success story is in actual fact the 
success story of many individuals. 


The J. C. PENNEY CO. 
HAS OPENINGS FOR 
EXPERIENCED MEN 

WHO CAN CLIMB 


@ The Penney Company is now looking for 
men—young men who are looking for an 
opportunity to get ahead. Only this opportu- 
nity is offered—no easy elevator ride to the 
top is promised. 


Young man, does this sound like 
you? Are you between 22 and 30 years of 
age? Are you experienced in the retail selling 
of shoes, piece goods, or wearing apparel? Do 
you get along well with people, enjoy good 
health, lead a clean life? Are you willing to go 
anywhere, work hard at your job, with your 
eyes on future, not immediate success? 


If so, send us a letter of applieca- 
tion. Give in detail your business history, 
and a complete account of your life up to the 
present. Address J. D. Keyes, Room 1701, The 
J. C. Penney Co., Inc., 330 West 34th Street, 
New York City. 
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WEAK ARCH 





to relieve and correct Weak 


of the feet improve as shown above... 
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WRN TOE 


Realize that no person’s two feet are exactly 
alike. Hence the only scientific and logical way 
or Fallen arches is 
by individualized fitting of Arch Supports that 
may be progressively adjusted as the condition 

This facts eve 
explains why “arch supports” shoes of one 
standard elevation to fit a// feet fail to give 


ARCH SUPPORTS 
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BOOT 


Nothing But ARCH SUPPORTS Can Give This 
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pushing 
profit in them is big. 


Hoot Comfort 


APPLIANCES 
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their wearers the correction they expect. It 
explains why Dr. Scholl’s Arch Supports are 
so amazingly successful in correcting foot 
arch troubles...Our powerful reason-why 
national advertising is telling the public these 
month. Are you tying up to it by 
ir. Scholl’s Arch Supports? 
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Write for Catalog to 
THE SCHOLL MFG. 
CO., Inc., Chicago, Ill. 
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; BaLTIMoRE, Mp.—What will probably 
f go down in the history of the National 
Leather and Shoe Finders Association 
as one of the most successful conven- 
tions in recent years was held here this 
week. Attendance was well over 400, 
and an important and vital business 
program led up to a series of elaborate 
entertainments provided both for the 
membership and their ladies. 

The Baltimore committees, under the 
general. chairmanship of John M. Kipp, 
found their duties begin to accumulate 
as early as Sunday evening, when, in- 
stead of the usual scattering advance 
guard, a very considerable number of 
the membership made their appearance 
at the Southern Hotel, the official head- 
quarters. For these early arrivals an 
informal entertainment and _ get-to- 
gether meeting was improvised. 

Monday, the first formal day of the 
convention, carried with it no business 
program for the general body although 
a meeting of the board of directors 
was held. But a golf tournament was 
held on the championship course, Five 
Farms, one of the courses of the Balti- 
more Country Club, and for the ladies 
a tour of the shops under the guidance 
of the ladies committee. The day’s 
activities concluded with a “Gay 
Nineties” party in the ballroom on the 
roof of the Southern Hotel. 

It was evident with the opening of 
the Tuesday session that a very real 
and serious purpose underlay this 
thirty-third convention of the associa- 
tion. With the ladies adequately pro- 
vided with occupation in the form of 
an all-day. pilgrimage to Annapolis, 
with a tour of the Naval Academy, 
luncheon at Carvel Hall and visits to 
the State House, Governor’s Mansion 
and other points of interest, the con- 
vention assembled shortly after nine 
o’clock with President Glen R. Driscoll 
in the chair. 

The usual preliminaries of a conven- 
tion opening, reports of the president, 
secretary and treasurer were read. 








Finders Make Study of Repair Trade 


Select Peoria, Ill., as Laboratory and Survey Shows 56% of 
People Owned Less Than Two Pairs of Shoes 


They showed the organization in a 
prosperous condition and with an aug- 
mented membership, and a year of con- 
structive activity behind it. After the 
naming of committees for the affairs 
of the convention, the real subject that 
occupied its time up to adjournment 
on Thursday was introduced. And it 
is a big subject, no less than the cur- 
ing of a sick industry, the shoe repair 
industry, in which the finders are prin- 
cipally interested. It was brought out 
that this industry, doing in 1917 about 
five hundred millions of dollars in busi- 
ness divided among sixty thousand 
units, in 1934 did little over one hun- 
dred million and this divided among 
eighty-five thousand units. Thus it be- 





Ralph Wolpe Goes with 
Monroe Shoe Co. 


CHICAGO 
—Ralph Wol- 
pe’s many 
friends 
throughout the 
trade will be 
glad to know 
that he will 
represent the 
Monroe Shoe 
Company of 
Chicago, in 
Chicago and 
Wisconsin. Mr. 
Wolpe has 
represented an eastern firm for the 
past seven years. He is very enthusi- 
astic about his new line and has a won- 
derful set-up for Fall. 

Mr. Wolpe will cover the north side 
of Chicago and will try to be in Mil- 
waukee every other week, all the shoes 
being on the floor in Chicago—very 
close to Milwaukee. He will call on 
his trade about July 5 and expects to 
do big things for the Chicago house 
with whom he is now connected. Good 
luck, Ralph! 





——E 


Ralph Wolpe 












comes evident that the industry is cer- 
tainly not in good health. 

It was with this in mind that the 
association and its last convention 
called in the services of an advertising 
and merchandising organization to in- 
vestigate and, if possible, experiment 
with methods to overcome this condi- 
tion. As was brought out in this week’s 
meeting, the city of Peoria, Ill., a town 
of a hundred and thirty thousand pop- 
ulation, diversified industry, and with 
some agricultural support from the 
surrounding territory, was selected as 
a laboratory. 

A thorough investigation was made 
of all of the shoe repairers in town, 
the character of the business they did, 
their methods and set-up, and then the 
inquiry was extended to approximately 
twenty thousand of the city’s residents, 
learning how many did and did not 
have shoes repaired, why in either in- 
stance, whether they were satisfied or 
not and what objections they had if 
any. ; 

Naturally the facts brought out 
were most interesting and most illu- 
minating, among others, which will in- 
terest the shoe store merchant, the 
fact that 56 per cent of the population 
owned less than two pairs of shoes. 

The story of the facts obtained and 
the analyzing of them took up the re- 
maining business hours of the day and 
as a matter of fact the usual adjourn- 
ing time was extended to complete it. 

From the facts brought out in the 
survey, steps were taken to overcome 
the faults in Peoria. Altogether a year 
was spent in the demonstration which 
has become known in the findings field 
as “The Peoria Test” and a conclusion 
reached that a national solution of the 
problem can be reached as a local solu- 
tion was reached in Peoria. 

All of the business day, Wednesday, 
and a portion of the final session on 
Thursday was given over to the de- 
scription of this solution and a discus- 
sion of it. 

The business session was broken by 
a luncheon at which the Mayor of 
Baltimore gave personal greetings to 
the convention attendants. There was 
no official entertainment program for 
the evening, but entertainment of a 
private inspiration was given by 4 
number of manufacturers. 
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Attention to Window 
Displays Brings Results 


DAYTON, OHIO—“Pay more attention 
to your window displays and they will 
bring you good dividends,’ was the 
statement made by G. Arthur Bauman, 
local manager of Nisley’s, 43 West 
Fourth street,’who insists at all times 
that his store’s windows are kept clean 
and shiny, as well as all brass and other 
metal parts. 

“Close inspection of our window dis- 
plays,” said Mr. Bauman, “will show 
that there is not a single ill-formed shoe 
shown. All straps are taut. Laces are 
tied neatly and there are no wrinkles in 
the vamps. Our windows always shine 
and the metal trim is kept clean. 

“Having such displays make it more 
inviting to prospective women custom- 
ers to come into the store. We are en- 
joying the biggest year since 1929 and 
I feel that much of this increase has 
been due to our window displays in at- 
tracting customers inside. 

“If every shoe dealer would pay 
greater attention to the small details 
of his window displays, I am confident 
they will aid materially in boosting 
their sales. We make daily inspections 
of our windows to see that they are in 
proper shape and we touch them up at 
least three or four times a week. 

“Whenever we find a window is not 
pulling, it is yanked out immediately 
and a new one installed. You see, we 
are paying a lot for the space these 
windows occupy so we try to get the 
most possible out of them. I feel that 
if windows are kept in proper shape at 
all times, they will reap dividends for 
the shoe dealer, just as they have for 
as.” 


Open Second Store 


Cuicaco, ILL. — M. L. and M. H. 
Berns, who went into the retail business 
six months ago, have just opened their 
second independent store at 2449 Devon. 
Despite poor weather Mr. M. L. Berns, 
who is managing the Devon Avenue 
store, reports a most successful opening. 
Toys were given away to the children 
and bridge pencils to the women. The 
store is of modern design, with chro- 
mium furniture and the entire floor 
carpeted. The front is modern, done in 
silver and black, with indirect lighting 
in the windows. 

This M-B store is specializing in 
scientific fitting and is using Dr. Scholl’s 
pedograph. An X-ray machine is to be 
installed in the near future. 

The first M-B store which was opened 
six months ago has climbed steadily to 
success, Mr. Berns reports. This store 
located in an entirely different type of 
neighborhood specializes in high styled 
shoes selling at popular prices. There 
are only a few men’s and children’s 
shoes stocked. The store was completely 
Modernized and redecorated and new 
fixtures installed. Whereas only a com- 
paratively few styles were carried be- 
fore, the stock now runs to at least 200 
styles. 
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No. 360—Black Boarded Calf W.T. 
bal oxford, Leather heel. 
No. 361—Same as above only in 
Brown Boarded Calf 

~ Leather. 


Not Just Shoes— 
But Shoes With v4 Selling Feature 


Note the name on the 
visible to your customer’s eye; 
therefore, a helpful selling feature. 


arch-brace, 


No. 365-—Black Boarded Calf bal 
oxford, Rubber heel. 


Here is a line that retails at the popular prices the great mass 
of men like to pay for their shoes. Nu-Matic Shoes are flexible, 
100% nailless, correctly cushion the foot, and the Arch-Brace 
properly supports a weak arch and comforts the normal foot. 
Loyal repeat customers are a natural result. 


Catalog of men’s and women’s scientific patented Nu-Matics 
sent on request. Beware of imitations. 


Salesmen: Choice Territories Open 


Perlualral: 


Kolu Nir Mlalic 
CUSHIONED SHOES 








ROHN NU-MATIC SHOE 
512 W. Florida Street, Milwaukee, Wis. 


fi ed by 


MFG. COMPANY 











Accessories a Profitable 
Side Line 
DAYTON, OHIO—Women’s hand bags 
and hosiery have proven to be a most 
profitable sideline for the local Nisley 
Shoe store, 438 West Fourth Street. 
When the handbag department was 
started a trifle more than a year ago, 
orders were placed in dozen lots, but 
now they are ordered by the gross. 
When a shoe clerk completes a shoe 
sale, he carries the shoes to the glass 


case near the cash register where the 
bags are on display. He turns over the 
shoes to a woman clerk who immediate- 
ly suggests a pair of hose and a hand- 
bag to match the color of the shoes. 
This form of suggestive buying has re- 
sulted in an increase far beyond ex- 
pectations. 

If no sale is made on either hosiery 
or handbag, the shoes just bought are 
then wrapped and handed to the cus- 
tomer by the woman clerk who sug- 
gests the customer return later for the 
hosiery or the handbag. 
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PROFESSIONAL 
BOWLING SHOES 
Women's Oxfords 

$2.60 5¢ less 
Combination Sole 

Right Fost 
Rubber Sole 





Men’s 
$2.70 





Rubber Heel 

u 
BROOKS SHOE MFG. Co. 

Swanson & Ritner Sts., Philadelphia 
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“Che Label makes the Package” 
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M.A.S.R.A. Selects 
Meeting Dates 


PHILADELPHIA, Pa.—At a meeting of 
the directors held on June 13, the Mid- 
dle Atlantic Shoe Retailers Association 
selected January 16 to 19, 1938, as the 
dates of their next annual meeting and 
exhibition after a combined merchant- 
exhibitor questionnaire. 

Past-president I. C. Smashey reported 
that the Benjamin Franklin hotel has 
added about 20 large sample rooms by 
remodeling one of the floors thus pro- 
viding ample space for exhibitors with 
the maximum of convenience. 

The official opening of the convention 
will take place on Sunday, January 16. 
The business session on Monday will be 
devoted to correct shoe fitting, ortho- 
pedic footwear and ethical merchandis- 
ing. Tuesday’s sessions will be devoted 
entirely to the discussion of styles and 
style merchandising. 

Two committees were appointed as 
follows: 

Executive Committee: Roy Walter, 
Wilkes-Barre, Pa., chairman; I. C. 
Smashey, Bridgeton, N. J.; Ben W. 
Shaub, Lancaster, Pa.; Gordon Evans, 
Seranton, Pa.; John Storch, Newark, 
N. J.; George M. Garman, Philadelphia, 
Pa.; Cal J. Mensch, secretary, Phila- 
delphia, Pa. 

Display Committee: Gordon Evans, 
Scranton, Pa., chairman; Harvey Farr, 
Allentown, Pa.; Ben W. Shaub, Lan- 
caster, Pa.; John Storch, Newark, N. J.; 
Robert C. Gerheim, Johnstown, Pa. 

Invitations for a membership on the 
M.A.S.R.A. convention management 
committee were extended to the five 
craft associations in Philadelphia: 
Philadelphia Shoe Travelers Associa- 
tion, Leather & Shoe Finders Associa- 
tion of Philadelphia, Boot & Shoe Manu- 
facturers Association of Philadelphia, 
Shoe Club of Philadelphia and the In- 
dependent Shoe Retailers Alliance. 

The reciprocity agreement now being 
considered by the State Department 
and Czechoslovakia, came up for dis- 
cussion at the board meeting of the 
association and was followed by a mo- 
tion that the officers be authorized to 
draft a resolution protesting any agree- 
ment that would be unfair to the Amer- 
ican shoemaking industry. 





Adopts Union Label 


MILWAUKEE, WIs. — Walter Booth 
Shoe Company has announced to re- 
tailers selling Crosby Square and Wal- 
ter Booth shoes that hereafter these 
lines will bear the union label of the 
Boot and Shoe Workers Union, which 
is affiliated with the American Federa- 
tion of Labor. 

“Our reasons for taking this very 
important step are many,” says the an- 
nouncement by General Manager Herb 
W. Gardner. “First and foremost, how- 
ever, is the fact that this label will 
mean more sales and better business for 
dealers handling Crosby Square and 
Walter Booth shoes. With the intense 
national interest in the subject. of 
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New Prospects 
Every Day’ 


Mrs. Day's Ideal Baby shoes will be 
worn by most babies during the earli- 
est stages of foot development. What 

tter reason for them to keep on 
wearing shoes of this brand as they 
grow older? Mrs. Day's Flexible 
Hard Soles (2-8) are sold in many 
juvenile shoe departments and should 
be sold in all. 


*Approximate number of new- 
born infants every day in U. S. 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 


FLEXIBLE HARD SOLES 
a TE 








unionism and the fact that the organi- 
zation of unions is being promoted in 
virtually every field of endeavor, it 
seems to us logical that we should not 
allow the absence of the union label to 
be a detriment to retail sales.” 


CCC Shoe Orders Placed 


Boston, Mass. — Orders for nearly 
$650,000 worth of service shoes, leather 
boots, rubber boots and shoe laces for 
use by the Civilian Conservation Corps 
were placed recently by the Boston 
Quartermester Depot after examination 
of bids submitted by a large number of 
manufacturers. 

The Endicott Johnson Corporation, 
Brown Shoe Company and the Joseph 
M. Herman Shoe Company divided 
among them in order named, for 85,074 
pairs of service shoes, Special Type 
“B,” at prices ranging from $3.06 to 
$3.37 per pair; in addition to which the 
Brown Shoe Company is to make an 
equal number of Special Type “E” ser- 
vice shoes for $2.84 per pair; and the 
Endicott Johnson Corporation received 
the award to make 23,394 pairs of 
leather boots of the logger type at a 
price of $4.175 per pair. 

An order for $13,130 pairs of rubber 
boots, of the laced, pac type, was split 
between the Hood Rubber Company of 
Watertown, Mass., and the United 
States Rubber Products Co., Inc., of 
Naugatuck, Conn., at prices ranging 
from $2.95 to $2.99 per pair. 
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SPRING-TO-FIT 
The Ideal Shoe Form For Every Use! 


Here’s the ideal shoe form shoe men every- 
where rely on! It does a complete job in 
displaying their line. It’s handy, it’s sim- 
ple to use, and it is thoroughly satisfying 
for either window displays or salesmen’s 
samples. If you want the form that will 
give you the perfect display, that will not 
be seen inside the shoe, that’s so very light 
in weight, Spring-To-Fit is the form you 
want. Write us today for prices. og 


SHOE FORM CO., INC. 
AUBURN, N. Y. 


For full information telephone the nearest 


branch office of United Shoe Machinery Corp. 


Northampton 
England 
Paris 


Melbourne, Australia etl 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Frankfort 
Germany 


Mexico City, Mexico 











Frank L. Parker 
Ill in Chicago 

CuicaGco, ILu.—F rank L. Parker, one 
of the old order of shoe men who rep- 
resented the Fox Slipper Company in 
the olden days, is now living at the 
Chicago Home for Incurables at 5535 
South Ellis Avenue, here. Heé is suf- 
fering from a bad attack of arthritis, 
so much so that it is an effort for him 
to leave his bed. 

During his many years in the shoe 
business he has made many friends, 
some of which he is still in contact with, 
but many have scattered to different 
parts of the country. We are sure that 
if he received letters from all his old 
friends it would help to alleviate his 
lonesome hours in the hospital and 
speed him to recovery. 


Novelties Increase 
Children’s Sales 


NORFOLK, VA.—Use of novelties is in- 
creasing sales of Summer shoes for 
youngsters for Hofheimer’s, here, ac- 
cording to David Hirschler, president of 
the firm. Heavy air and newspaper ad- 
vertising was used to acquaint the pub- 
lic with the give away stunt. Beach 
buckets and shovels and baseball and 
bats were given to youngsters buying 
shoes. 


Wegner Joins 
Walter Booth Staff 


MILWAUKEE, WIs.—According to an 
anouncement by Herb W. Gardner, gen- 


EDWARD WEGNER 


eral manager of the Walter Booth Shoe 
Company, Ed Wegner has joined the 
staff in a sales executive capacity. 


Mr. Wegner has been in the shoe 
business for over seventeen years. He 
has traveled extensively and is well ac- 
quainted with the shoe trade all over 
the country. Pres | 

Shortly after leaving the Whitewate 
State Teachers College, Mr. Wegner 
joined the Weyenberg Shoe Co. While 
with that company he worked in vati- 
ous executive capacities in the office, 
concentrating principally on selling ac- 
tivities. 

Several years ago he left Weyenberg 
to become the secretary-treasurer of 
the Kozy Komfort Shoe Co. located in 
Mundelein, Ill. 


Reopen Sandal Shop 


BALTIMORE, Mp.—The success which 
the Hochschild, Kohn & Co., department 
store, this city, achieved last year with 
its Sandal Shop operated on its main 
floor, prompted it to reopen the shop 
this year at the same location. It has 
a strategic location, near the main 
elevators and in a spot where most 
women patrons are wont to go. Early 
results this season have been very 
gratifying. 

Hochschold, Kohn & Co. was the first 
store in Baltimore last year to open a 
Sandal Shop on its main floor. In fact, 
it was the first time such a thing had 
been done. Later other department 
stores opened similar shops. 
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Shower Sandals 


@ No. 909 Women’s and No. 809 
Men’s, *“‘PERFECT ROCKER” 
WOODEN SOLE SANDALS for the 
shower. Comfortable and sanitary, 
they protect against dreaded infection 
lurking on floors. 

Write today for prices—Dept. 8 








REECE 


WOODEN SOLE SHOE COMPANY 
Columbus, Nebraska 
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Dancing Shoes and Taps 
TAP 
DANCE 
SHOES 
In 
ie Stock 
Wiseee" stds * 
et, Met Me am 
Misses’ $1.70 A-B-C 22-8 11Y%e-2 


——_ 28 Goodhue St., Salem, Mass. — 








Soles 


























~ 


Joins Tupper Sales Staff 


New YorK—David S. Josephson, who 
for 19 years conducted a retail shoe 
business in Trenton, N. J., has joined 
the sales staff of Tupper, Inc., slipper 
manufacturer, New York, which organi- 





DAVID S. JOSEPHSON 


zation he will represent in New Jersey, 
Pennsylvania, Delaware and West Vir- 
ginia. Mr. Josephson has a wide ac- 
quaintance among the retailers of the 
territory where he will travel, having 
been active in the Middle Atlantic Shoe 
Retailers Association, of which he was 
a director for ten years and president 
in 1932-33. His retail background also 
gives him a keen understanding of the 
problems and requirements of the 
merchants. 


T. J. Boyle Honored 
At McElwain Banquet 


MANCHESTER, N. H.—More than 300 
employees of J. F. McElwain shoe fac- 
tories in this city and Nashua, including 
the entire management and personnel 
of Manchester’s J factory, gathered at 
The Elms in Goff’s Falls Monday eve- 
ning, June 14, to honor Mr. and Mrs. 
Thomas J. Boyle on their 25th wedding 
anniversary. Mr. Boyle, one of the 
oldest employees of the company, is 
now supervisor of the stitching room. 

Paul W. Burns served as toastmaster 
at a testimonial banquet during which 
Mr. Boyle was felicitated by a half 
dozen speakers, including Walter Dig- 
nan of Nashua, general office manager; 
Cliff Wallace, also of Nashua, head of 
the planning department; Thomas Mc- 
Grenaghan, superintendent of J fac- 
tory; John Burns and Jack O’Toole. 
The principal congratulatory address 
from the employees was given by Mary 
O’Brien. : 

A telegram was received from Gov. 
Francis P. Murphy, announcing regret 
at his inability to be present. Official 
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business kept the Governor at Concord. 

Mrs. Boyle was seated with ther hus- 
band at the head table during the 
banquet. 

On: behalf of the management and 
entployees, Superintendent McGrena- 
ghan presented Mr. Boyle a silver tray 
and a horn filled with silver money. 

An orchestra furnished music for 
general dancing which followed the 
banquet lasting until midnight. 


Harrisburg Retailers Meet 

HARRISBURG, Pa. — Tentative plans 
for future meetings of the Harrisburg 
Shoe Retailers’ Association were made 
at a meeting June 15, when Walter F. 
Deissler, manager of the Bowman & Co. 
shoe department, president, was in 
charge. 

The Harrisburg association discussed 
plans for entertaining the York Shoe 
Retailers’ Association in the Fall and 
for a ladies’ night to be held in con- 
junction with the opening of the Fall 
sessions. 

The organization will continue to hold 
meetings throughout the Summer 
months because it is a newly-formed 
association and there is much to be ac- 
complished. The next meeting will be 
held on July 20, when a smoker and 
buffet lunch will be given on the roof 
garden of the Harrisburger Hotel. Wil- 
lard Lewis, manager of the shoe depart- 
ment of the Mary Sach’s Store, is chair- 
man of the entertainment committee. 

“Considerable interest is being shown 
in the association by shoe merchants,” 
President Deissler said. “It’s the first 
time since I’ve been here that the fel- 
lows expressed interest in an associa- 
tion.” 





Women’s Department 


Enlarged 


PROVIDENCE, R. I.—The Shoe Box, a 
women’s shoe department in Shepard’s, 
featuring shoes at $3.95, has been re- 
moved and enlarged considerably. 
Located on the street floor, since it was 
started as somewhat as a child of the 
depression and to obtain business in the 
lower brackets, the section has now 
been moved across the aisle where it has 
about double its former floor space. 

Furthermore, the new shop can ac- 
commodate 20 per cent more stock 
which fills an urgent need for larger 
stock quarters. 

At the same time the men’s shoe de- 
partment, also located on the street 
floor, at the Washington Street entrance 
for a number of years, has been moved 
toward the center of the street floor 
where it adjoins the new Shoe Box. The 
men’s section has larger floor space and 
room for a larger stock than previously. 

The shoe departments of Shepard’s 
are operated by Richard Fairbend and 
are managed by William R. Briggs. As- 
sociated also with the business are Mr. 
Fairbend’s two sons, Richard D. and 
Gregory. 
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IN STEP 
WITH 


New customers will sense instantly the style leadership of 
J Howell Chromsteel 
Furniture. Write for a copy of the beautifully illustrated 
ul suggestions on smart layouts 


your store when you modernize with 


Howell plan book, for hel 


for your store. It is Free. 


HOWELL 


ST. CHARLES, ILLINOIS 








Complaints and Adjustments 
ARE COSTLY AND UNNECESSARY. 


ARIETY of materials and surfaces 
brighten the style picture, but they in- 
crease the merchant’s losses 
from returns and adjustments. 
The uninformed consumer 
cannot know which type clean- 
er or dressing is best adapted 
to a specific material 
unless you inform her. 


Safeguard sales and reduce 
costly returns by giving your 
knowledge about the correct 
cleaner or dressing for every 
shoe you sell. There is a 
Cavalier product for every one 
of these materials and the tech- 
nical information is ‘yours for 
the asking from 


CAVALIER CORPORATION 
BALTIMORE, MARYLAND 














Store Celebrates 
Two Anniversaries 

SEATTLE, WASH.—A 12th anniversary 
and a 35th anniversary were celebrated 
simultaneously, recently at the French, 
Shriner and Urner shoe store in the 
Hotel Olympic building of Seattle. The 
observance followed extensive improve- 
ments and remodeling of the display 
and sales room of the shoe store at 1214 
Fourth Avenue and through the cor- 
ridor of the lower floor of the hotel. It 
is the 12th anniversary of the establish- 
ment of the store in Seattle, as well as 
the 35th anniversary of Mr. Peters in 
the shoe business. First with Brown 
Brothers in their original shoe store at 
the corner of First Avenue and Col- 
umbia Street, he has been manager of 
the French, Shriner and Urner store 
since its opening in 1925. 


Appointed to Dayton 
Attendance Committee 


DAYTON, OHI0—Henry Hageman of 
Hageman’s Ludlow Shoe Shop, and 
Harry D. Pepple, shoe department, 
Donenfeld’s, have been appointed mem- 
bers of the attendance committee in con- 
nection with the annual stag picnic to 
be staged July 9 at the Dayton Country 
Club by the Dayton Retail Merchants 
Association. 

Nearly 100 prizes are to be given away 
during the golf tournament, tennis 


matches and bridge games to be staged. 
Door prizes will also be awarded. 
Tickets sell at $5 each and the program 
starts at noon with a luncheon, with the 
activities program continuing through- 
out the afternoon and evening. 





Shoe Man Diversifies Trade 


San Francisco, Calif.—Carol S. Wills, 
well-known shoe man of this city, heard 
Miss Sara Pennoyer, promotion direc- 
tor of Bonwit Teller of New York, use 
the term “shoeing the wild mare” dur- 
ing a talk on the shoe business at a 
recent luncheon. His occupation in the 
above photograph brought to his mind 
this phrase which Miss Pennoyer used, 
so he sent her the photo with a small 
explanatory note. 

He says, “I have put a few pairs on 
some queens in my time, at least they 
thought they were queens, but I have to 
admit this is my first attempt at putting 
a shoe on a horse.” 

At least Mr. Wills’ stance is good. 


California Business 
Shows Gains 


Los ANGELES, CALIF.—Proof of the 
good business being enjoyed in this 
state was given by the report of the 
state board of equalization, a body 
which has the collections of the state 
sales taxes. The total amount of three 
per cent sales tax collected in the 
state for the fourth quarter of 1936 
amounted to $22,980,421, or an increase 
of 21.88 per cent for the same period 
of 1935. 

Department, clothing, including 
shoes, and variety store business showed 
a gain of 36.71 per cent over the last 
quarter of 1935, and an increase of 
38.87 per cent over the 1936 third 
quarter. 

The sales tax collected in the Los 
Angeles district comprised 44 per cent 
of the total tax collected in the state. 
The San Francisco district came sec- 
ond with a total of 17 per cent of the 
total tax collected. 


Shoe Store Remodeled 


RUSSELLVILLE, ARK. — Thompson’s 
Shoe Store on Commerce Street has re- 
cently been remodeled and redecorated. 
A large electric neon sign was installed 
at the front of the building. This is the 
first sign of this type to be installed in 
the city. 
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Men's Shoes 





“HIGHEST GRADE ONLY” 
EAST WEYMOUTH, MASS., U.S.A. 
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Bowling Shoes 
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BOWLING. SHOES 

Kid leather uppers. Regu’ 

soles. Right foot rubber. Left foot 

buck. White Rubber Heels. 


Men’s Women’s 
$2.00 $1.95 
Plus 10% Fed. Tax. 
MIDWEST SLIPPER 
MFG. CO. 
512 South Peoria St. 
Chicago, tli. 
ALSO COMPLETE LINE OF HOUSE SLIPPERS 
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Children's Shoes 
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Grrect Shoes 
te A Hr Growing Feet 








DETROIT, MicH.—Hugh Pierce Knis- 
ley, 51 years old, salesman for the Ains- 
worth Shoe Company, died June 11 in 
Providence Hospital after.an illness of 
five weeks. 
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Harvey L. Hunter 


St. Louis, Mo—Harvey L. Hunter, 
55, southwestern representative of 
Forest Park Shoe Company, Saint 
Louis, died suddenly June 6, at Dallas, 
Texas, from a heart attack. Mr. Hunt- 
er had just completed one of the biggest 
weeks of selling shoes in his whole 
career and after long hours of work, 
completed detailing his stack of orders, 
put them in a carton which he mailed 
at 10 P. M. Sunday night—death fol- 
lowed within two hours. 

Mr. Hunter had covered Texas, Louis- 
iana, Arkansas and Oklahoma for 
Forest Park Shoe Company since its 
inception. Prior to that time, he repre- 
sented other subsidiaries of the Brown 
Shoe Company, all of which covered a 
span of some fifteen years. He ranked 
as an outstanding specialty salesman, 
had a host of friends both in the shoe 
business and out of it. His business 
associates and friends in the retail 
trade frequently turned to him for ad- 
vice for he was a man of rare judgment. 
His death marks a distinct loss to the 
shoe industry. 

Besides his widow, he is survived by 
a daughter, Feryle Hunter. 


Frank P. Quinn 


MANCHESTER, N. H.—Friends. in the 
local shoe manufacturing industry at- 
tended the funeral recently of Frank P. 
Quinn, 46, a former foreman here, who 
died in North Adams, Mass., but whose 
body was brought here for final rites 
from the home of his father, Patrick F. 
Quinn, 133 Rockland Avenue. 

A native of Manchester who entered 
the shoe industry at the age of 15 years, 
Mr. Quinn served in an executive ca- 
pacity for a number of years at the 
Pennington - Crowell plant here. He 
later became associated with the Gale 
Shoe Co., and when that concern moved 
to North Adams, he went along, being 
head of the making department there at 
the time of his death. 

Besides his father, survivors include 
his wife, two sisters and two brothers. 


Oscar Barth 


INDIANAPOLIS, IND.—Oscar Barth, 64, 
vice-president and general manager of 
the August Barth Leather Co., New 
Albany, Ind.,; one of the Mid-West’s 
oldest tanneries, died June 14 after 
several months’ illness. 

Mr. Barth was a Republican member 
of common council on which he served 
two previous terms. He was chairman 
of the board of directors of the Mutual 
Trust and Deposit Co., and a member of 
the Rotary Club and Boy Scout coun- 
cil. He succeeded his father, the late 
August Barth, founder of the leather 
company. Surviving him are his wife, 
a brother and one sister. 
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You can build greater comfort 
. more satisfaction into 
your shoes by using 

LEATHERPLUS outersoles and 

VAN TAN innersoles . . . 
Products of 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 














Charles A. McCarthy 


AuBURN, N. Y.—Charles A. Mc- 
Carthy, 84, retired shoe manufacturer 
of this city, died at his home here, 
Tuesday, June 15, following a week’s 
illness from a heart condition. 

Mr. McCarthy retired 12 years ago 
from active business but he still re- 
tained his title as president of Dunn & 
McCarthy, Inc. He was also a partner 
in the banking house of William H. 
Seward & Co. 

He rose from the position of shoe 
salesman to head one of this city’s lead- 
ing industries in a few years. 

The funeral was held from his home 
on Thursday, June 17, with interment 
at the Forthill Cemetery. 


Samuel J. Morse 


HAVERHILL, Mass.—Samuel J. Morse, 
69, retired Haverhill shoe leather manu- 
facturer, died at the Benson Hospital 
recently after an illness of several days. 

Born in Brentwood, N. H., he came to 
this city during his youth. He entered 
the sole leather business and was asso- 
ciated for many years with the firm of 
Tappan and Morse. Later he was head 
of the firm of Morse & Proctor. He was 
a prominent Mason and a member of 
the Knights Templar. 


Frank L. Roenitz 


SHEBOYGAN, WIS.—F rank L. Roenitz, 
82, former president of the American 
Hide & Leather Co. here, died June 12 
in Chicago, where he had lived for 40 
years. Mr. Roenitz headed the C. T. 
Roenitz Leather Co., Inc., founded by 
his father and sold in 1899 to the Amer- 
ican Hide & Leather Co. Survivors are 
three daughters and a sister. 


Installs Air-Conditioning 
System 

WISCONSIN Rapips, Wis.— William F’. 
Gleue, who believes a comfortable store 
temperature is essential to successful 


merchandising, has installed a new air 
conditioning unit in his shoe store here. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.’ Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 

Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 











THE TICKET 





The background of the card 
is light blue with a sailboat 
design in deeper blue, white 
and yellow. The ticket is in 
harmonizing shades of blue, 
white, and yellow. 








CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 





Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 


SELL THEM 


























DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35c¢ each 


(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 3 


WITHOUT STORE NAME: 6 dozen, $1./0—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


~~ 








Polly Clips 
Pouy Cup for Price Tickets — Adjustable 
ice Tickets —Tilt at any angle. 


Ye ROU 6 ais ci carcen $2.25 
eee ere $4.00 


Recorder Stock Record | # F 


for shoe cartons. Cyclone clips 














Natural View included: eessesee 
SHOE HOLDER OOP: sok. adeeb eee ke $1.25 
1000: ...: Gees. $2.25 
Miqeont-- 






Natural View Shoe Holder a it 
To display shoes as the wearer 
will actually see them on his Poe. -...5:.. 
feet: 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buf with 
oreee aaa: Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 ” oe Li} o 




















(Cross out 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


CARD 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may exchange any 


cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 





——_||]j=E|E|"EfF___SS STATS SSS 


STORE NAME == 
OWNER ESS 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


for 


For 
each month’s service deliv- 





SERVICE | MONTHLY Tickers 





ANNUAL 


For this service we will pay 


Ne. | $5.00 100 





additional 


Ne. 2 4.00 100 
Ne. 3 a 


- per year, payable 
- per month. 


cash in advance, full year’s 





card holders. 


month 





Ne. 4 


service, 5% discount. Checks 
from foreign subscribers 
must be drawn on U.- S. 
banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 




















FOR 
per 











MERCHANTS 


FOR ITSELF «- IN 


< ] SERVICE DEPARTMENT 
~~) y 
fe vcnEaseD Business, [fl 2097 © SHOE 
/Micl (ofr Now/ 209 S:STATE ST. CHICAGO-ILI 


Awe fos 
j Yrusstt tld 


ecard. “J”: White board. «yy» “xX”: Shell pink 
esas Design in two shades Sutee hegre — board. Design in 
of green. and burnt orange. lavender and green. 


























. IMPRINTED 
at 35¢ per fifty, 





.-, consisting of 
. card holders (with 
month’s_ service), 


additional. 











Piease enter our order for 
Recorder “Selling Mes- 
sages,’”’ beginning with JUNE, 
continuing monthly for one 
for Card Service 
blank tickets each month, 


the first 
TICKETS, 


the 
year, 





Size: 1/2” x 23g”—Prices on opposite page. 





































































meee paddies ed 
PR Ta 


serrata ime ep cn as 


Page 66 


~ 


BOOT AND SHOE RECORDER, June 26, 


and Nant td’ 


1937 





SALESMAN WANTED 





TERRITORY open for experienced salesmen 
with established trade to sell complete Line 
of Stitchdowns to Retail trade as a side line. 
Commission basis only. State territory desired 
and all information in first letter. Address 
F-389, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMAN WANTED—To represent line of 

men’s high grade Brockton made Dress shoes 
for Chicago and vicinity, on commission basis. 
Resident of Chicago preferred. Address F-390, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





WANTED: Three good salesmen—women’s, in 

stock novelty shoes—retail $2.45 to $4.00— 
for Pittsburgh and vicinity—Buffalo and vicinity 
—State of Illinois—must have following. Ad- 
dress F-393, care t & Shoe Recorder, 239 
West 39th Street, New York, N. Y 





SALESMAN for Virginia, Carolinas and South. 
Strong line women’s novelty shoes in stock 
out of Philadelphia, Penna., strictly commission 
basis, no drawing account. Also man for New 
York State. Address F-394, care Boot & Shoe 
re 239 West 39th Street, New York, 
te 2 





WE have several openings for experienced 
salesmen to sell Harrison Boys’ and Men’s 
shoes in the following states: Colorado, Okla- 
homa, Kansas, tage Iowa, Indiana, Ohio, 
Kentucky, T: " Minnesota and 
Wisconsin. McKays_ foe Welt and Welt 
Oxfords carried in stock. State experience and 
give references in application. Commission only. 
Harrison Shoe Co., Everett, Mass. 








FOR SALE 


HOE and Hosiery business. Established four- 

teen years. community of ten thou- 
sand drawing population. Address F-391, care 
Boot & Shoe — 239 West 39th Street, 
New York, N. 








POSITION WANTED 


LAST model maker with several years’ expe- 

rience desires position, communicate with 
F-392, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








OSITION WANTED: Credit manager, 25 

years’ experience with northwestern leading 
shoe manufacturers, member of National Asso- 
ciation of Credit Men, thoroughly versed in office 
routine and office management. References fur- 
nished on request. F-395, Boot and Shoe Re- 
corder, 1627 Locust St., St. Louis, Mo. 





HELP WANTED 


| HELP WANTED 





AMBITIOUS YOUNG MEN WANTED 


Young men with experience and ability who have 
the ambition to be in business for themselves. 
Such men can start on limited capital with the 
full assistance of an established and successful 


company. 


Openings available in all sections. 
Write Box No. F-396, BOOT & SHOE RECORDER, 1627 Locust St., St. Louis, Mo. 














POSITION WANTED 


LINE WANTED 








Experienced Salesman 
is now open 


for a new line of shoes to be sold to the 
volume trade throughout the United 
States; or an advertised line to the re- 
tail trade in New England. For the 
past 12 years he has been associated 
with the Lumbard Shoe.Co., of Auburn, 
Maine, as Vice-President and salesman. 
He has a wide acquaintance with all 
buyers in the shoe trade, has always 
been successful in sel'ing shoes, and 
will gladly furnish references upon re- 
quest. Send replies to 


Address F-397, Care 


BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 

















Advertises Salesmen’s 
Experience 


SUPERIOR, W1s.—To impress upon the 
public that its store is equipped with 
salespeople well versed in the fitting of 
shoes, the Vogue Bootery in a recent 
three column by four-inch newspaper 
advertisement, listed the names of four 
of its salesmen and the number of years 
they have been associated with the 
store. “We Have Expert Shoe Salesmen 
Who Have Had Years of Experience 
Fitting Feet,” the advertisement de- 
clared. An average of seventeen years 
of service was represented by the four 
men. 





WANTED for Fall, Manufacturers’ line—only 

popular price stitchdowns or Ladies’ shoe- 
for Mississippi, Alabama, Louisiana. Reason 
for changing lines present line being withdrawn 
from retail trade. Have established trade with 
better merchants and chains. Past employers 
for reference. Own car and can finance mysel/ 
A necessary. Address Box 649, Brookhaven, 
Miss. 





WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Treserver, Queen Quality, Bos- 
tonians, Stetson, Cross, Nunn Bush, Ete. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 














address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00°an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


== Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Ge 


In all other cases each word of the 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 


Roller type device 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 


Curved type Iron without harm. 


Send your order or write for detail information. 


Special combination offer $25.00 (fluids in- 
odes in above prices) f.o.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. Gist Street, Indianapolis, Ind. 











Whites in Full Swing 
In Chicago 

CHICAGO, ILL.—Whites continued to 
be the first word in shoe selling news 
here during the first two weeks in June 
despite the unseasonably cool weather. 
An abundance of rain helped spoil a 
number of sales, but State Street mer- 
chants reported that the rush of busi- 
ness on fair days practically made up 
for other lulls. 

Popular-priced shops continue to re- 
port first favor in sandals with big de- 
mands still for open toes and other high 
styling. Higher priced shops report the 
tendency to welts and dressy oxfords 
with the sandals second in favor. One 
shop has been having a record season 
with their “gardenia” whites—nearly 
all of them in the high styles. Wheat 
linen also continues to be a good seller 
although not as heavy as was formerly 
indicated. Along in the white family 
come heavy demands for the prints on 
white background and brown and white, 
blue and white, and black and white 
combinations in the spectator sports 
shoes. The latter also in one shop veered 
into the dressy types. 

Despite the demand for whites, mer- 
chants report thus far the Summer is 
also a good dark season with many wo- 
men varying their costumes with dark 
shoes for contrasts. Blue continues its 
early Spring lead in popularity and was 
second color after white, in all shops 
Visited. Black both in suede and patent 
leather is going well with brown in all 
leathers and fabrics fourth on the list. 

There hasn’t been much activity thus 





For Spats and 
Shoe Ornaments 
Quality Accessories 
with a Profitable 
/ Mark-up. 
MA N OoOLIS 
Monctecte re Company, 


46 N. Cra ee 
Chicago, Ill. Side Line 
Salesmen Wanted. 








far in the so-called play shoes due chief- 
ly, merchants believe, to lack of hot 
weather. Business was good in this 
line just before Memorial Day but the 
fact that the local swimming season 
hasn’t started is a contributing factor 
they believe. 


Women’s Department 
Moved to New Addition 


DAYTON, OHIO—With the completion 
of the new $1,500,000 addition to the 
present building of the Rike-Kumler 
Company, a leading Dayton department 
store, the ladies’ shoe department will 
be moved to the new structure where it 
will be located on the third floor in front 
of four high speed elevators. The de- 
partment is now located on the third 
floor in the south corner. 

The children’s and older boys’ and 
girls’ shoe department, now on the sec- 
ond floor, will remain at that level, but 
will be relocated, moving toward the 
center of the building. The department 
will be divided with older girls’ ‘and 
children’s shoes at one end, and boys’ 
shoes at the opposite side. 

Present plans call for the opening of 
a budget shoe department on the main 
or street floor. 

It is not expected that the relocations 
of these departments will take place un- 
til early next Spring, although some of 
the store’s departments expect to be in 
the new addition by Christmas. 

Plans do not call for the installation 
of new equipment in the various shoe 
departments, it being of modern design 
and store equipment manufacturers 
have reported that they are unable to 
improve upon it. Recently, white leather 
covered chairs were installed in the 
ladies’ shoe salon. 


Bauer Named Nisely 
Merchandise Manager 


CoLumBus, On10—Irving Bauer, for 
several years president of the Sterling 
Shoe Corp., Buffalo, N. Y., and more re- 
cently connected with one of the larger 
mail order and department stores in 
Chicago, merchandising all shoe depart- 
ments, has been named merchandising 
manager for the Nisley Co., a sub- 
sidiary of the G. Edwin Smith Shoe Co., 
which operates two stores in Columbus 
and maintains home offices at the Smith 
company location, 110 West Long Street. 


Correct Fitting Is Important 
@ It provides foot comfort which leads te 
Tepeat’ sales. Dunde Re-Shaping De 
vices help you to make the necessary 
fitting adjustments. Write for priccs 
and your copy ef our descriptive catalog 
DUNDE SHOE RE-SHAPING DEVICES. INC. 
Republic Bidg., 209 S. State St., Chicago, II. 
Hughston & Rennie, 37-39 Bulwer S8t., 
Toronto. Canade 





DONDE Shoe Re-Shaping Device 








Selby to Open 
Northwest Branch 


PORTLAND, ORE.—The Selby Shoe Co. 
of Ohio will shortly open a branch here, 
according to announcement of trade and 
commerce department of the Portland 
Chamber of Commerce. 

Ray Hardebeck, former Portland 
manager for C. H. Baker stores, has 
been named as head of the Northwest 
division of the concern and will move 
here early in September. 

The Portland offices will handle Ore- 
gon, Washington, Idaho and Montana 
territory. 


Cantilever Store Remodeled 


PORTLAND, ORE. — Extensive altera- 
tions and remodeling are under way at 
Stewart’s Cantilever Shoe Store at 812 
S. W. Morrison Street, this city, where 
fresh shipments of white shoes have re- 
cently arrived to make stocks of these 
popular Summer styles complete during 
the beautifying of the Stewart store 
that will provide a glamorous salon on 
Morrison Street in the downtown dis- 
trict. 


Lamb Leather for Slippers 


PeEABoDY, Mass.—Tanners of lamb- 
skins are making up selected skins 
into slipper stock, chrome tanning the 
leather for tightness and strength of 
fibre, and finishing it to a uniformity 
of color and grain for the grain fin- 
ishes or embossing it for the fancy 
finishes. 

The leather is for vamps and quar- 
ters as well as for linings, the vamp 
and quarter stock being of new tan- 
nage, and the lining stock being of 
familiar tannage. 
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Leather Market Steadier 
In Boston 


Boston, MAss.— The leather trade 
here in the Boston market came to life 
during the week ended June 12 after a 
long period of quietness. Although vol- 
ume was not large, more orders for 
leather were placed than for several 
weeks in the recent past. 

The most active of all leathers has 
been side leather, which is in good de- 
mand at prices which are firm. Calf- 
skin did not share in the activity to 
such a great extent but interest is re- 
viving in sole leather of good grades 
and prices asked by tanners are being 
paid almost without question. 

This is an aftermath both of the Bos- 
ton Shoe Fair and of the extreme activi- 
ty which characterized the hide market 
in Chicago during the two weeks before 
and during the Fair. 

Volume is not yet large but the de- 
mand is expected to increase from week 
to week until peak production is reached 
in the shoe factories. 


Old Shoe Display 
Draws Attention 


CuicaGo, ILL.—A display of a group 
of shoes worn by famous men and 
women attracted considerable attention 
here recently in a State Street window 
of Goldblatt’s department store. There 
were slippers that Lily Pons sang in 
and that Albert Einstein thought in, 
as well as the shoes that Charlie Chap- 
lin shuffled in and Bill Robinson danced 
in. The smallest shoe in the collection 
was that belonging to Miss Pons. An- 
other that certainly doesn’t look like a 
flat-foot’s is that of New York’s Police 
Commissioner Valentine, a 6%. There 
was also Primo Carnera’s shoe for con- 
trast. Among others on display are 
those once worn by Fred Allen, Shirley 
Temple, Jack Dempsey, Ty Cobb, Joe 
E. Brown, Jeanette MacDonald, Eddie 
Cantor, Grace Moore, Helen Hayes, 
Fannie Brice, and Bing Crosby. 


New Women’s Store 
In Chicago 


CHICAGO, ILL.—One of the smallest, 
yet most attractive, shoe salons for an 
outlying shopping area, Sach’s Booterie 
has been opened at 1741 Howard Street 
here. The shop will sell ladies’ shoes, 
hose, and bags only. At present the 
shop is featuring jobbers lines but will 
have its own line built to order begin- 
ning with the late Summer. 

The shop is a small store formerly 
used by a lingerie shop and has only 11 
chairs. It is done in pastels, has a mod- 
ern shoe case, and a 48-inch circular 
mirror is the chief decoration on the 
rear wall. 

J. Sachs and S. Gredenstein are co- 
owners of the new store, which is an in- 
dependent. The latter was formerly 
with Netboy’s for 14 years in Evanston. 
On opening day a pair of hose was 
given away with each purchase. 
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# Buying (puis 


BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa 

BROWN SHOE COMPANY, St. Louis, Mo 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass...............0.0.0. 000000055 
CRADDOCK-TERRY CO., Lynchburg, Va 

ENDICOTT-JOHNSON CORP., Endicott, N. Y 

FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.......... 20... eee eee 
GILBERT SHOE CO., THE, Thiensville, Wis.. TIGERS Rare ei ee 

GREEN SHOE MFG. CO., Boston, Mass.. ee 

MIDWEST SLIPPER MFG. CO., Chicago, "VER Enon leg Sear 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 

O'DONNELL SHOE CO., Humboldt, Tenn 

OWENS SHOE CO.., Salem, Mass 

PETERS, BRANCH OF INT. SHOE CO., St. Louis, Mo 

REECE WOODEN SOLE SHOE CO., Columbus, Neb................0.00...00.0005 
ROBERTS, JOHNSON & RAND, St. Louis, Mo..... 20.0.0 ec eee 
ROHN SHOE MFG. CO., Milwaukee, Wis.... 2.000000 ec cee ee ee 
SAWYER, R. J., INC., Freeport, Me 

TWEEDIE FOOTWEAR CORP., Jefferson City, Mo.............0..0 00 cece ceca ee 
UNITED SHOE MFG. CO., St. Louis, Mo........ 


1937 


LEATHER AND OTHER MATERIALS 


AMERICAN OAK LEATHER CO. eet eS i Sgn ae ENTS eR Hi9 
COLONIAL TANNING CO., Boston, ie Sea etal hey 2 
DEWEY & ALMY CHEMICAL co., Cambridge, Mass. “Front Cover 
EAGLE-OTTAWA LEATHER CO., Whitehall and Grand Haven, Mich.. ..3rd Cover 
ENGLAND WALTON DIV. A. Cc. LAWRENCE LEATHER CO., Boston, Mass... 

GALLUN, A. F., & SONS CORP., Milwaukee, Wis 

HUBSCHMAN, E., & SONS, Philadelphia, Pa... . 

KISTLER LEATHER CO., Boston, Mass 

PEPPERELL MFG. CO., Boston, Mass.. 

RICHARD YOUNG CO., New York City. 

SETON LEATHER CO.., Newark, ee Pes Fr ee te eis nie me area” 
SURPASS LEATHER CO., Philadelphia, ce Oe ic rere ae an gine 
VAN TASSEL LEATHER CO., Norwich, Conn..... 

ZIEGEL-EISMAN CO., Boston, Mass........... 


MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 
CAVALIER CORPORATION, Baltimore, Md.. 


DU PONT, E. I., DE NEMOURS & CO., INC., Arlington N. J. 
EVERETT & BARRON Co., Providence, R;. 45: 

LITTLEWAY PROCESS CO., Boston, ‘ON Oa 
MEARS, FRED W., HEEL CO., Boston, Mass....... 
SPAULDING FIBRE CO., No. Rochester, N. H..... 
UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND FINDINGS 


ADRIAN X-RAY SHOE FITTER CO., Milwaukee, Wis... 
DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Ill 
HOWELL MFG. CO., St. Charles, Ill 

MANOLIS MFG. CO., Chicago, II 

SCHOLL MFG. CO., INC., Chicago. II 

SHOE FORM CO., Auburn, N. Y.. ae 

SMELTZER, E. C., CO., Indianapolis, ‘Ind... 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

IRVIN RUBIN, New York City. 

KIRSCH-BLACHER CO., INC., New York City 

J. C. PENNEY CO., New. York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass 





es 2 


bt oe ‘ f ee) tal A 


00,000" 


OMPO SHOES These 200,000,000 pairs have been 


made with Compo Cement formu- 
(Innersole construction) lated exclusively for Compo Shoes 


OMPO SINGLE SOLE SHOES steel Ban te 
(Sbicca Method) 


OMPO. WELTS 
(for men, women and children) Gme( 


ROG WELTS 


ORPORATION, BOSTON, MASS. 
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ENDICOTT JOHNSON FORECASTS| A 








In presenting the En-Joie Shoes for Fall, Endicott Johnson 
designers have given the line all the style and sparkle 
women will seek in their new footwear. The latest fash- 
ion notes are faithfully presented. The newest combina- 
tions of leathers and fabrics. The true, authentic colors 
for the new season. 





























4551—Black Kid Suede, three eye- 
let tie, Black and Grey Braid Vamp 
and outside Quarter Stripping, 17/8 


4538—Brown Kid Suede Side Gore 
Pump, Vamp Cut-outs, Brown 
Stitched, Brown Patent Draped 





Tongue and Vamp Strap, 1|7/8 
Cuban Heel. Sizes 3!/2/9.. ..$2.35 


4537—Same in Black Kid Suede and 
Patent Grey Vamp Stitch. 


Continental Heel, Suede Covered. 
Sizes 3'/./9, Widths AA, B, C. 
$2.35 


4552—-Same in Brown Kid Suede, 
Brown and Beige Braid Vamp and 
Quarter Stripping. 
















4550—Brown Kid Suede Step-in 
Pump, Ombre Vamp, London Mist 
and Coffee Brown Suede, Bronze 
Button, 20/8 Continental Heel, 
Suede Covered. Sizes 3'//9, 
Widths AA, B, C. .......... $2.35 


4549—Same in Black Kid Suede, 
Grey Suede and Patent Vamp, Gun 
Metal Button. 





































ENDICOTT - J O- 
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‘sl A FASHIONABLE—PROFITABLE—FALL 


... with the new En-Joie Style Line! 


But Endicott Johnson has not stopped at lovely design. 


Typical of Endicott Johnson value is the workmanship 


IN STOCK 
IMMEDIATE DELIVERY 


employed. Attention to details, the use of better grades 


of leather, finer fabrics, real wearing qualities, make the 


new En-Joie line worth every merchant's consideration. 


4521—Black Kid Suede Side 
Gore Side Strap, Open Shank, 
Patent Tip, Welt Seamed 
Vamp, 20/8 Continental Heel. 
Sizes 3!/9/9. ..........$2.35 


4522—Same in Brown Kid 
Suede with Brown Patent Tip. 


4546—Brown Kid Suede and 
Patent Step-In Bow Pump, Lon- 
don Mist Suede Vamp Trim, 
Brown Patent and London Mist 
Suede Bow, 20/8 Continental 
Heel. Sizes 3!//9. ....$2.35 


4545—Same in Black Kid 
Suede and Patent Grey Suede 
Vamp Trim, Black Patent and 
Grey Suede Bow. 


4528—-Brown Kid Suede One Eyelet Tongue Tie, 
Brown Patent Tip and Quarter Trim, Welt Seamed 
Vamp, 20/8 Continental Heel. Sizes 3!/2/9.. .$2.35 


4527—Soame in Black Kid Suede, Black Patent Trim. 


4525—Black Kid Suede Step-In Gore Pump, Red 
Earth Kid Piping, 20/8 Continental Heel, Suede 
mevered. Sizes 31/4/9. (.o..i cs ces vensees: $2.35 


4526—Same in Brown Kid Suede, Beige Kid Piping. 


4548—Brown Kid Suede Step-In Gore Pump, Brown 
Patent Tip, Brown Patent and London Mist Suede 
Tongue Trim, 20/8 Continental Heel. Sizes 3!/2/9. 

$2.35 


4547—Same in Black Kid Suede, Grey Suede and 
Patent Vamp, Gun Meta! Button. 


ae? 


Note these touches of the newest fashions: 


4521—Black Kid Suede, with Patent Tip and Open 
Shank. 

4525—Black Kid Suede with Red Earth Piping. 

4528—This model has a Brown Patent Tip and Quarter 
Trim. 

4538—Notice the Brown Patent draped tongue and 
vamp strap. 

4546—The London Mist color is the very latest touch 
of newness. 

4548—Brown Patent and London Mist—a combination 
that will sell shoes! 

4550—Bronze button, Coffee Brown Suede, and Lon- 
don Mist—you'll get many a call for this 
number. 

4551—A three eyelet tie in Black with Grey Braid 
vamp and outside quarter stripping. Smart 
is the word for it! 


ST. LOUIS, MO, 
NEW YORK CITY 


WEN DICOTT, NY. 





Their Increasing Popularity 


MUST BE DESERVED 


Manufacturers — who make them. 
Retailers — who sell them, 
Women — who wear them: 


LITTLEWAY All are enthusiastic in their convictions 
LOCKSTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking 
principles is the outstanding reason for 
their continual increase in sales and 
well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 


And of course 


DELMAC LOCKSTITCH 
with (6/6 UNISHANK 


PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 
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Oficial Charmeoy c olors 
for —Aall 1937 


Black 

Coffee Brown, No. 975 
Mocha Brown, No. 971 
Cubana, No. 921 

Red Cedar, No. 908 
Acajou, No. 907 
Garnet, No. 955 
Aubergine, No. 944 
Marine Blue, No. 959 
Highland Blue, No. 979 
Clangreen, No. 937 
Evergreen, No. 973 
Gunmetal, No. 972 
London Mist, No. 932 
Scone Grey, No. 983 
Kiltie Red, No. 940 
Coronation Red, No. 924 


Samples on Request 


Amalgamated 


Leather Cos. Inc 


WILMINGTON, DElt. 84 GOLD STREET, NEW YORK 
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ARBRE EXQUISITELY NEAT IN 


© sans Eid 


All the neatness of Compo (Sbicca Method) construction is retained and accented by the use 
of Evans Kid Leather. It provides the completing touch of beauty and refinement for which 


such shoes are noted. 


Seamless Pump— in Evans Feathernap Suede . . . Styled by Single Sole Shoe Co. (branch of the Kleven Shoe Co.) Spencer, Mass. 


Its fine suppleness, in both Feathernap Suede and fine-grain glazed kid, makes Evans leathers 
hug the last. And a last-hugging leather means a finer design with all the appeal intended by 
the designer. Shoes of Evans Kid are better shoes and handsomer shoes. Fashion, this fall, 


will demand fine suedes and manufacturers are antici pating the demand by using the fashion- 





wise Evans colors. John R. Evans and Company, Camden, New Jersey. 


Ls ' / | ; , , _ f The Kid with a Definite Sales Influence 
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What's 
Ttitenintas 
ot his 


mind ? 


A PAIR OF 
\w, 


KU CALF 


they buy it again. Smooth, 
mellow and shape holding. 


OHIO’S 


PLEASE.....” 


Perhaps not what he says but 
what he means. Ohio’s Luxor 
Calf for men’s shoes. Long 
deserving and proudly main- 
taining its place on America’s 
well known lines. In turn it 
appears on America’s well 
dressed feet. It has something! 
And when they wear it once, 


Rich, deep colors—with a fin- 
ish that holds 
Ohio’s tannage that allies its 
fine character with fine shoe 
craftsmanship. Consequently 
it creates value, and consistent- 
ly produces repeat business. 
We'll send you samples, but on 
the next pair try it on your 
feet. 


a shine and 


Crsnttins we CA 


BY OHIO 





